And how, you ask, can you make ’em climb? 
“DISPLAY more effectively!’’ is one answer. 
Products in varied lines have shown astonishing 
increases when taken down from shelves, out of 
bins and pushed nearer and nearer the customer 
by effective displays. 


Take advantage of our FREE offers—cash in on 
the wonderful display material we are supplying 
to dealers. 


Illustrated here are two of our display stands. 
They are attractive—substantial—practical. Write 
for details and learn what you have to do to get 
these stands FREE. 


In addition to these we have an attractive 

metal display stand for our well known 
Stand is made with strong ash legs, AL. FOSS BAIT and a dandy rack for Stand is same construction as too! 
steel shelves, strongly braced. Fin- TRUE TEMPER FISHING RODS. display stand. Finished in orange lac- 


ished in green lacquer — 36 inches . ’ ” ” 
high—tak 15”x 30” on floor. quer. 36 inches high—takes 15”x 30 
Holds py re wand pes pee a Ask Your Jobber or Write Us Direct space on floor. Holds fourlong handle 
eral short ones. and five D handle shovels. 
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Where do you 
buy your wire 
cloth? 


His screens were in pretty bad shape, yet 
his neighbor’s, put up years before his 
own, were still in excellent condition. 
Wasn’t it only natural for a neighbor to 
inquire where the wire cloth was pur- 
chased? Friends and neighbors prove an 
important factor in the sale of wire cloth, 
for they recommend a hardware dealer. 








The consumer is your best 
advertiser «' « a a a 


The average buyer of screen wire cloth depends entirely upon a Hard- 
ware Dealer to sell him good screening at a fair price. In view of this 
responsibility, the dealer who looks to future business sells a good 

uality wire at a fair price. For a popular priced, durable wire cloth, 


sell GRAY-WICK—for years a builder of good will and profits. 


GRAY-WICK—Made from rust resisting copper-bearing steel and further pro- 
tected by electro-galvanizing and a coating of white transparent varnish. 


CORTLAND BLACK—To meet the demands for a durable wire cloth at a 
lower price. Uniformly woven and finished in a hard elastic enamel. 


PREMIER—50% heavier than the standard grade, made from rust resisting 
copper-beariug steel and dull finish electro-galvanized. Now made in 14 mesh, 
32 gauge wire. For severe service. 

WICKWIRE CORTLAND BRONZE—Precision weaving and special rust 
resisting alloy makes Wickwire Cortland Bronze an outstanding quality wire for 
appearance and service. Recommend it to the man who wants the best. 


For an increasing 
business and more 
profit, carry the 
complete Cortland 
line. 
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Respected by All 
Who Use Good Tools 





HE dealer stocking Greenlee Chisels and Auger Bits 

has the jump on his competitors. This advantage is 
his because for many years Greenlee Tools have been 
known throughout the carpenter and similar trades as 
real quality products that hold their cutting edges longer 
and make hard work easy. 


Satisfaction for the user has always been the keynote of 
every operation in the manufacture of Greenlee Tools. 
Careful workmanship, correct design and proper mate- 
rials insure a service which is in keeping with the Green- 
lee standard of excellence. It is this service that builds 
good will for the dealer and keeps customers returning 
for the same brand. 


Be prepared for an increase in the demand for good 
tools. Meet the needs of the carpenter, cabinet maker, 
electrician, handy man, etc., with tools that will add 
satisfied customers to your list. Quality with service 
counts. Let it count for you by selling Greenlee Tools— 
the kind once used, always used. Write for information, 
prices and discounts. 





THE GREEN MARK—A QUALITY GUARANTEE 
—IS ON EVERY GREENLEE BIT AND CHISEL 








District Sales Offices: San Francisco: Sheldon Bldg. 
New York: 53 Warren St. Los Angeles: 1302 Washington Bldg. 
Boston: 34-38 Binford St. Seattle: L. C. Smith Bldg. 
Philadelphia: 1209 Olive St. Vancouver: 4190 Blenheim St. 
Nashville: 606 Cotton States Bldg. Montreal: I29 St. Peter St. 





Tools that 


Ro, Stay Sold: 
oy y 






GREENLEE TOOLS * 


Greenlee Fool Co., Rockford, 71I. 
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IS THE TIME 


to push the sale of 


DOOR 
CLOSERS 


HE SEASON is at hand when proper con- 
trol of doors is most essential to health 
and comfort. 


Right in your own community you will find 
many an opportunity to sell a Yale Door 
Closer. Every door that slams or swings open, 
letting in cold and draughts—storm doors, 
restaurant doors, office doors, store doors— 
each represents a possible door closer sale. 


Our suggestion is that you put on a Yale 
Door Closer Campaign. Make a special drive 
for the door closer sales that actually await 
some merchant in your community. 


Make a window display of Yale Door 
Closers and suggest them to every customer. 
We will gladly send you effective display 
material on request. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONNECTICUT, U.S.A. 
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Seymour Smit 


ANNOUNCES THE NEW 


Sp GC Prancr 


Out-Cuts All Others 


The thin, keen blade cuts on to a soft, 
metal anvil with a long, drawing action 
and cuts with remarkable ease. Easily cuts 
14 in. hard wood or 3% in. green wood. 


Oh Boy! 
It sure 
snaps ’em 


™ SNAP - Cut” 
Cutting Action 


Absolutely non-rpinch- 
ing, comfortable han- 
dles with finger guard 
and lock for closed po- 
sition. Can be carried 
in pocket without dam- 
age to clothes or per- 
son. 


Blade can be honed 
without taking apart. 


Parts replaceable by re- 
moving non-rusting 


A -— 
NON-PINCHING ‘ bolt and screw. 
HANDLES si ix Just demonstrate it to 
CHROME FINISH {ee em a sell it! 


BACKED BY A COMPLETE MERCHANDISING PLAN 


National Consumer Advertising 
Display Card—Folders 
Demonstration Display Cartons 


If your jobber cannot supply you 
WRITE DIRECT TO— 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN. 


Sales Representatives: 
JOHN H. GRAHAM & CO., INCORPORATED 
113 CHAMBERS ST., NEW YORK, N. Y. 
268 Market Street, San Francisco, California 
565 West Washington Blvd., Chicago, Illinois 
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Sust Off The Press! 


nk. CREA EAS SAATABS OF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 



















WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


ee sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 


IT IS OBTAINABLE AT THE LOW PRICE OF : : ‘ Nese 
nized hardware jobbers, but also includes their capitalization, 


5 os cig ER ae aaa PRIN RETIN So 


S10 qbae the territories they cover, the number of men traveled, the 
ot lines handled’ and, in most cases, the names of officials and 
; PER COPY buyers. 
Such a publication is indispensable to sales managers and 
e advertising managers. Furthermore, many firms find it high- 
USE THIS COUPON TO FILL YOUR ly advantageous to give copies to their road salesmen and 
REQUIREMENTS PROMPTLY district representatives. 
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HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 


GENTLEMEN: 
Kindly send me ......... copies of your New Twelfth Edition 
PU oi a4 53.0 5655 Sis bs awe a dwiew sea S pees  \ ere cr. bra (re ey iy oy Saran a eee 
NN 55 5 eis SU OSe oo 5m oh ood oakbes etwas I a 65s 0s 004 0.4 tig Sue eee OPI 64:6.5515.5,0,0 t0:0\0 
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For a bigger share of the 
Garage Door Equipment Business 


recommend 


STANLEY 
“Roll-Up” 





ae ee 


eee #4 


Advantages of ‘’Roll-Up’’ Garage Doors 


No hardware visible or exposed to weather 
Doors easily opened or closed 

No wasted space either in garage or driveway 
Operation of doors unaffected by wind or sgow 
Full width of garage opening available 





ITH the development of the 
new “Roll-Up” Equipment, 
Stanley offers the hardware dealer 
an opportunity to go after the over- 
head garage door business with the 
finest equipment on the market. 


Every effort was made to keep this 
equipment simple. The result is 
that it requires no more time to in- 
stall the “Roll-Up” Equipment than 
it does for ordinary garage doors. 


« Features of Stanley “Roll-Up” Garage Doors ° 


The hardware is furnished either with or with- 
out doors. Doors are of first quality Douglas 
Fir made in four sections, rabbeted, with verti- 
cal grained stiles and rails and veneered panels. 


Doors are locked by a dead bolt which engages 
in a slot in the track. This dead bolt is fitted 
with a rim cylinder and, by means of a special 
adapter, any make of standard rim cylinder 
ean be used so that the garage door can be 
master keyed with the house door. 


Ball Bearing Rollers. 


Sturdy overhead track is braced by turn-buck- 
les which hold it firmly in alignment. Track 
is suspended by chains requiring no special 
supports and making installation easy, regard- 
less of the height of the ceiling. 


Doors are drilled and mortised for application 
of hardware before being shipped. 


With the addition of “Roll-Up” Equipment, 
Stanley offers a complete range of parage 
hardware equipment for every type of door. 
Send for complete information. 


THE STANLEY WORKS 
NEW BRITAIN, CONN. 


STANLEY GARAGE HARDWAR 


FOR EVERY TYPE OF DOOR 
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The water supply for homes and farms becomes of more 
importance each day. A lot of people who have been caught 
without water at different periods during the past eighteen 
months are beginning to realize more and more that a shortage 
of water for household and sanitary purposes, for barns and 
feed lots, for irrigation and for fire protection is a serious 
menace to health and prosperity. 


This lesson, learned through severe experience, is significant 
of the times. Its effect has been far reaching. A new market 
has been created. Improved pumping machinery of larger 
capacity is in greater demand than ever before. 


Here is the market to which we are directing your attention. 
A market that carries with it a substantial volume of year 
through business. A market that is never failing and one that 
Myers Self-Oiling Power Pumps and Water Systems 
are ideally adapted for. 


There is a complete range of styles and sizes in 
the Myers line. Capacity range is from 200 to 10,000 
gallons per hour. Units powered by motor, engine, 

~ wind or hand offer the real opportunity for every 
dealer to gather in additional profitable business 
during the Fall and Winter months. 


Write or wire. 


Take Oft_ya . i 
o The 
MYERS 
NGERS 


PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HA! 














Tm FE.MYERS & BRO. ASHLAND, onic. 








>oPUMPS + WATER SYSTEMS + HAY TOOLS + DOOR HANGERS, 
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NEW CASH MACHINE 




















Machine illustrated is one of many 
styles designed for hardware stores. 





Provides the modern hardware store 


with these new cash registering advantages 





1931 


MAXIMUM PROTECTION: Each 
transaction recorded and grand sales 
total accumulated on a permanent, de- 
tailed, locked-in tape accessible only to 
owner or manager. Validates paid-outs, 
amounts received on account, and so on. 


COMPLETE INFORMATION: Furnishes 
complete information for the valuable 
“Daily Business Record” book that 
Burroughs offers free with each machine. 


COMPACT: Saves store or counter space 
for the display of more merchandise. 


Burrow 


Lower height enables clerks to serve 
customers more efficiently. 


DOUBLE USEFULNESS: Can be used 
as a fast standard adding machine with- 
out disturbing locked-in totals or inter- 
fering with cash register operations. 


EXTREMELY LOW COST: Surprisingly 
low cost will enable you to save money 
on your cash registering equipment. 


Investigate. Mail the coupon or tele- 
phone the local Burroughs office for 
complete information. 


ehs 














Burroughs Adding Machine Companys 6828 Second Boulevard, Detroit, Michigan. 
Please send me complete information concerning Burroughs Cash Machines for hardware stores. 


Name_ 
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DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 


AAssemsty TIME 


is cut with these Thin-Jawed Adjustable 
Wrenches 


Every day these lighter, trim- 
mer Crestoloy Wrenches are 
demonstrating new useful- 
ness and wider adaptability. 
They combine with the ad- 
vantage of rapid adjustment, 
the convenience of feather- 
lightness and a performance 
born of super strength. 


Every day thousands of tool- 


extraordinary wrenches an- 
other piece of tool equipment 
which they cannot afford to 
be without. Hardware deal- 
ers who stock and display 
Crestoloys are _ profiting. 
Are you? 


Three sizes are available; 6 
inch, AC16; 8 inch, AC18, 
and 10 inch AC110—retail- 
ing at $1.00, $1.25 and 
$1.50, respectively. All carry 
the unconditional Crescent 
guarantee. Order a_ stock 
from your jobber today. 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 


The worker on this assembly 
line found that an 8 and 10 inch 
Crestoloy Wrench would handle 
every necessary operation. Note how 
the thin jaws will permit even lock nut 
adjustments. In this case assembly time was 
cut substantially and the investment in 
wrench equipment lowered. 


CRESTOLOY 


STEEL 
WRENCH 
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‘ll Wish | had a 


Hundred ttems 
ike /hese 


No Hardware 










—that expresses the opinion of dealers 
who are selling Frantz Cupboard Catches. 
Every one of them is enthused because 
he knows what a stock of these unique 
devices can do—he has seen them de- 
velop an amazing volume of profitable 










business. 










Frantz Catches fill a long felt need for 
improvement in design over the common 
“cupboard turn”—a fact that has been 
proven conclusively by their immediate 








acceptance everywhere. It is the mod- 
ern home builder’s desire for the last 
word in convenience and attractiveness 
that makes these unusual catches sell. 
A single demonstration with a counter 
model invariably makes a sale. 














The next time a Frantz representative 
calls on you, ask to see samples of these 
fast selling items—or write Dept. H-11, 
today, for information and prices. 














Frantz Mfg. Co., Sterling, Ill. 


FRANTZ MFG. CO., Dept. H-If, Sterling, III. 


Your line of fast-selling Cupboard Catches Interests me. Send de- 
tails and prices (no obligation). 
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ASSURE YOU 
DIRECT MA 
CAMPAIGN 








MAXIMUM SUCCESS 


HARDWARE AGE 


Direct Mail Addressing Service 
makes this possible: 


WHAT IT DOES 


It eliminates undeliverable mail. 
Saves considerable sums for cancelled postage. 
Prevents loss of valuable direct mail matter. 


Assures prompt delivery of mail. No lost time 


for Post Office directory service. 

Removes a disintegrating factor heretofore largely 
responsible fot -wasteful and unproductive 
direct mail advertising campaigns. 

Lays the foundation of a successful sales program. 

Gives you the edge on your competitors by mak- 
ing you first to contact important new hard- 
ware retailers, 

Gives your mailing piece prestige by being 
correctly addressed to new owners and new 
addresses—self evident proof that you are 
right up-to-the-minute on all recent changes 
in the hardware field. 

Saves you up to $20,000 annually for the up- 


keep of an equally effective, up-to-date mailing 
list. 


UCH more could be said. Your 
own experience will bring 
home to you the value of this 
new, up-to-the-minute, much 

needed addressing service which we have 
developed for your use. 


Here is what the New York Post Office 
Bulletin of May 29, 1931, said: “During 
a one year period more than 12,000,000 
letters containing circulars and advertis- 
ing matter were disposed of as waste.” 


But there is much more wastage than 
this—how about the mail delivered to 
families or estates of men deceased; or 
to men retired from business-or who have 
gone bankrupt; or to those men who had 
gone into other businesses or have sold 
out to other men, yet many of whom con- 
tinue to receive their mail, but are no 
longer interested in your product? We 
venture the opinion that this constitutes 
an ever continuing greater loss, one prac- 
tically impossible to check without 
constant research and except at great 
expense. 


HARDWARE AGE Direct Mail Ad- 
dressing Service eliminates this and 
other forms of postal waste for you as 
far as the hardware trade is cencerned. 
Let uss address your direct mail matter 
to hardware jobbers and hardware re- 
tailers. You will instantly note the 
worthwhile saving and the greater effec- 
tiveness in results. 


Write for details. 


HARDWARE AGE 
DIRECT MAIL 
ADDRESSING 
DEPARTMENT 


239 WEST 39TH STREET NEW YORK, N. Y. 
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The Famous 


Delta APOLLO 





NOW 
200 


Sees EAT TER TE S 
Formerly $2.75 





Improved with 
New, External 
Focusing Device 


= a teenies e 


The Delta external focusing 
device gives you a complete 
range of illumination from a 
wide spread of light for close 
work to 600 honest feet of 
piercing light — all at the turn 
of a screw. 






E DELTA APOLLO — further improved—goes to 
$2.00 list (formerly $2.75). For years the Apollo 
has been recognized by the trade and consumers alike 
as the standard of big electric lanterns. Its finish, its ap- 
pearance, its unbeatable quality have made it America’s 
biggest buy in powerful lantern illumination. 


The Delta Marionette, Pocket 
Lantern, illustrated below on 
its widely known display card, 
is a sure-fire Christmas seller. 
Nearly half a million sold since 
first introduced 5 months ago. 
List price $0c each, less batter- 
ies. Get the special Christmas 
display for Holiday sales. 











Now, with a new external focusing device and with 
its rugged durability maintained throughout, it estab- 
lishes a standard of value that is unapproachable. 





The new Apollo is 
available through your 
jobber immediately. 
Show it for Christmas. 


DELTA ELECTRIC Co. 


Marion, Indiana 


UU OOSIWAN SSW 
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Insist upon the Original 
U. 8. Poultry Fenee! 


@ Designed like farm fence 

@ Line wires run parallel full length of roll 
@ Interlocked joints cannot slip or unravel 
@ Stretches straight to wood or steel posts 
@ Requires no top-rail--no baseboard 

@ Rolls out flat; easier to handle and cut 
@ Rigid enough to stand alone 

@ Costs no more 


You, as a dealer, can reduce your merchandise 
investment, speed up turnove:, boost sales and profits, 
by concentrating on this modern, nationally advertised 
netting. It alone fills every need, meets every de- 
mand, of your trade. It consistently outsells all other 
nettings for every purpose. It discourages price com- 
petition... attracts new customers... builds per- 
manent and profitable repeat business. 

U. S. Poultry Fence, now as always, is distributed only 


through the regular wholesale and retail channels. It is the 
only poultry netting nationally advertised to your customers. 


Consider these important factors when you — your 
orders for poultry netting! Be sure to insist upon the original 
U. S. Poultry Fence! For, in no other netting can you obtain 
the superior U. S. features of design and construction the pub- 
lic has come to demand! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL, Farm Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 






Furnished in 
heer oe nd standard heights 
Two-inch Bodies --12 to 72 inches 
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“The Netting That Stands GWAlone”’ 
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A Profitable Selling Item 


Home owners, gardeners, nurserymen, 
florists, owners of parks, golf courses, 
cemeteries, playgrounds, etc., and all 
who sprinkle large or small areas are 
prospective customers for the Sherman 
Portable Spray Head which is thor- 
oughly practical for the purpose and 
easy to install. 


This simple device connects right up 
with hose in series and creates a porta- 
ble lawn sprinkling system that all can 
afford. 


" SHERMAN 


Portable Spray Head 


fits standard size garden hose, is made 
of SOLID BRASS, cannot rust, will not 
tip over, requires no adjusting, gives a 
perfectly even, mist-like spray that will 
not damage finest lawns or tenderest 
plants. Covers a wide area. 


Very profitable to sell, because most cus- 
tomers need and buy EXTRA Coupling 
Equipment to divide old hose. It also 
sells NEW HOSE to éxtend system. 
Most users buy a carton of 4 Spray 
Heads with 2 Caps. 


Order Early 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


Made of Mounted 
Solid On 
Brass Heavy 
Heavily Pressed 
Nickeled Steel 
To Last Base 
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There’s a 
PENNSYLVANIA 


Mower in Every 
Price Class 


For your customers who feel that they must 
consider price, yet can’t afford to gamble with 
reliability, there’s the greatly improved, 1932 
model PENNSYLVANIA “Red Cloud”, Ball 
Bearing (shown above). The 15” household 
size is priced to retail at $12.00 (in Philadel- 
phia). Larger sizes at slightly increased prices. 
And there are other PENNSYLVANIA machines 
to retail as low as $8.00 in Philadelphia. 


For the thrifty buyer who is looking for BIG 
VALUE at moderate cost, you have the new, un- 
breakable Wm. Penn, Ball Bearing (shown be- 
low). It is made throughout of malleable iron 
(commonly called “all-steel”) and is priced to 
retail at $16.50 (in Philadelphia) in the 17” 
size One size only. 


And, for the knowing customer, who has dis- 
covered that the best mower is always cheap- 
est in the long run, there is always the famous 
PENNSYLVANIA Junior 


Ask your jobber for complete prices NOV 


Pennsylvania Lawn Mower Works 
Primos, Delaware County, Pa. 















Morse Tools 
build up respect 
for your 
store 


As a dealer in Morse Tools you 
gain for your store the added 
respect of the men who buy tools. 


Most of them know 








TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 
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MOR SE 


The Morse Line the name MORSE 
High aauead Carbon| 282 Symbol of extra 
DRILLS high quality; and 
REAMERS 66 
cutee those “who have 


to be shown” will 
soon agree that the 
MORSE dealer has 
the most to offer 
in real small tool 
economy. 





TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD , MASS..U.S.A. 





“PRICE” 
BUT 
“VALUE” 


Tur “Price” article usu- 
ally has no argument in its 


The 


“Quality” article has every 


favor but cheapness. 


argument in its favor includ- 
ing real value. 

Real salesmanship is based 
on selling the value of quality 
in service. 

If you have pointed out to 
a saw prospect the difference 
in time and labor between 
hacking at a piece of lumber 
with a “cheap”, poor saw and 
a genuine Atkins “Silver 
Steel” saw you can show all 


the 
quickly made up the differ- 


hours of labor that 
ence in price. 


I can show you thousands 


No. 37 


of dollars worth of business 
lost on making a customer 
mad by selling him “cheap.” 
I know of one saw that sold 
as a “Bargain” at $1.39 that 
caused a big contractor to 
say, “Ill never buy another 
dime’s worth of that man.” 

When you get ready to 
close a sale and the customer 
says “Your price is too high” 
it means you have not shown 
him the quality in the article 
or the service it will give him. 


(Signed ) 


ILS 





CREATE A SALE 


TO siicicmidsiii and enthusiasm are responsible for a lot of sales. Next 
Week Sam tells how a sale was created by taking advantage of a casual con- 


versation. 


Ask for the complete Sam Sayles series. 


No obligation. 
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No. 53 
Ship Pattern 


Tis saw appeals to high- 
class mechanics for general 
carpentry work. Will make an 
excellent gift for Christmas. 
The blade is of genuine 
SILVER STEEL, taper ground. 
It is given the Atkins Exclu- 
sive Damaskeen Finish. It has 
a skew back and is fitted with 
the ATKINS PERFECTION 
HANDLE, made of applewood, 
embossed and polished. Atkins 
Perfection Handle prevents 
Made in both 
regular and ship patterns. 

No. 53 regular comes in 18, 
20, 22, 24 and 26 inch lengths. 
Ship pattern 26 inch. 

How about asking for your 
copy of The Atkins 1932 
“How-T'o-Do-It Book?” Thou- 


sands of good customers are 


wrist strain. 


paying 10c. a copy for it. May 
we send you one FREE? 
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Qiretch the Customer ~ 
But Not Till He Pops 


* OU heard what I said, 

Old Vet, I’m never going 

in that store again!” 

blurted out Bob Butler, the hard- 

ware merchant. “I’m through 

trading with any store that won’t 
sell me what I ask for!” 

“And now for the dirty de- 
tails,” the Old Veteran teased. 

“Look at this new hat! Yeah, 
it’s okay, but personally I think 
five dollars is plenty to pay for 
a hat. That’s about what most of 
my friends pay and that’s what 
I ask for. But every time I go 
into Davis Brothers across the 
street, every single time, I come 
out with a seven dollar hat—and 
it makes me sore!” 

“But say, Bob,” the Old Veter- 
an spoke up, “you can easily af- 
ford a seven dollar hat.” 

“TI know I can, and because I 
can afford it they treat me as if 
I were kidding when I say five 
dollars. They shame me out of 
a five dollar hat into a seven dol- 
lar hat by telling me a man in 
my position—nothing’s too good 
for me—it pays to be well 
dressed —and all that line of 
blah. 

“Every word probably as true 
as gospel, though I’ll admit the 
hats all look alike to me. But 


Another of the 
Series of Old Vet- 
eran Stories by 
‘Murray C. French 


listen! I’ve gone through many a 
lean year getting this hardware 
business going. The spirit of 
economy is bred in my bones and 
I can’t help feeling guilty wear- 
ing a seven dollar hat when I 
know a five dollar hat is good 
enough. 

“‘Besides—my finances are no 
hat clerk’s business. If I say five 
dollars is my price that’s my 
business. I’m through. . . .” 

“Hold on there, Bob!” broke 
in the Old Veteran. “Aren’t you 
the very same fellow I’ve often 
heard preaching to your clerks 
that they should sell every cus- 
tomer the highest priced tools 
they can. Many a time I’ve seen 
you pat a salesman gn the back 
when the customer asked for a 
two dollar saw and went out with 
a four dollar one.” 

“Yes, yes, yes, but hardware 
is different!” shouted Butler. 
“A higher priced tool will wear 
longer, do a cleaner, quicker job, 
and is bound to please the cus- 
tomer better. Quality goods is 
what brings them back to a hard- 
ware store. You know that. 


A two dollar Sale you MAKE beats 
a three dollar Sale you MISS... 


“But a hat say, my 
hats never look any better than 
anybody else’s. Hardware though, 
is a different proposition.” 

The Old Veteran got up. “I 
believe I’ll go out and get a little 
air. Be back in a minute, Bob.” 

Circling the block, he stepped 
up to the hat counter at Davis 
Brothers. 

“Say, where’s a good place to 
buy a. jack knife?” he queried 
the young man behind the coun- 
ter. 
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“Right over yonder at Bob 
Butler’s,”’ was the answer. 

“All right, are they?” 

“Yeah, but be sure and ask 
for Mac—don’t know his name— 
just Mac. Mister, he’s one of the 
few hardware men left in the 
world who will sell you what you 
ask for. With the average clerk 
you ve got a battle on your hands 
unless you want the highest 
priced stuff they’ve got.” 

“You don’t like that, eh?” 

“Nobody does! I went into a 
hardware store last spring and 
asked for a toaster, about three 
dollars. Well, sir, the fellow 
talked up a five dollar toaster so 
hard I got scared of the three dol- 
lar one. Anyway I didn’t have 
five dollars. 


“So I just walked out on him 
and went over to Mac and he says, 
‘Sure, here’s a dandy for two 
ninety-five.’ That’s what a fel- 
low likes! Not this pushin’ up 
prices all the time.” 

“That goes for the hat busi- 
ness too, doesn’t it?” the Old 
Veteran volunteered. 

“Don’t be foolish, mister. Hats 
are different, entirely different! 
Men don’t know what they want 
in a hat. Some think they do but 
they’re usually wrong. I’m here 
to see they get the right thing. 
See? 

“For instance, Bob Butler him- 
self was in this morning asking 
for a five dollar hat. Say, that 
bird’s got money! Any hat man 
that would let him get away with 


You Might Take In *50°22 More 


BUT 


Suppose 100 customers 

spend an average of $4.00 

per day, $4.00 x 100 = 
$400.00 


Suppose you talked an ex- 

tra 50 cents out of each of 

them, $4.50 x 100 = 
$450.00 


But suppose you lost 20% 
of those customers because 
they resented being 
stretched, $4.50 x 80 = 
$360.00 


You Miigne Take L. $4 os%2 Less 


less than a seven dollar hat would 
be doing him a positive injus- 
tice.” 

“But maybe five dollars is all 
he wants to pay.” 

“What difference does that 
make? He’s got no business with 
a five dollar hat. Look here! 
Feel this one! It’s got so much 
more style, finish. — 

“But,” insisted the old Veter- 
an, “maybe five dollars is all he 
wants to pay.” 

“Oh, you don’t seem to get the 
idea at all. Hats, I tell you are 
different. Quality is what brings 
"em back—always—no matter 
what the price is. Then—you 
know we have only about so many 
customers every day. Got to get 
all we can out of every one to 
keep going. Besides, I work on 
commission.” 

“But it doesn’t work that way 
in a hardware store you think, 
eh?” 

“Of course not. Toasters are 
about all alike, I guess, and even 
if a five dollar one is better, it’s 
my money I’m spending and I 
know what I want. But hats— 
hats are different!” 

And so the Old Veteran re- 
turned to Butler’s 
hardware store and 
called Mac over. 

“Say, Mac, I hear 
it all over town that 
you never show a cus- 
tomer higher priced 
goods than he asks 
for. Now you know 
Bob here has told 


you boys dozens of 


Follow these short business stories the first issue of each 
month—Full of the wisdom of the genial veteran retailer 
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times you must get every possible 
nickel out of every customer.” 

Mac squirmed a little. “I 
meant to ask the boss several 
times about that but the way he 
puts it to us makes it sound as if 
there’s no two ways about it.” 

“Go ahead, Mac,” encouraged 
Bob. “Speak right up.” 

“Well, when a man asks point 
blank for a certain priced article, 
I figure price is uppermost in his 
mind, and he’s done a lot of 
thinking about price before he 
ever came in. 

“Tf he asks. for a two dollar 
saw I say something like, ‘Yes 
sir, here’s the best two dollar saw 
made.’ That puts his price-mind 
at ease and makes him feel I’m 
in sympathy with his ideas.” 

“But don’t you ever suggest a 
higher priced saw?” 

“In a way, yes. I manage to 
leave one near him where he can 
pick it up and fool with it and 
ask questions. But I never be- 
little his two dollar ideas even 
while I’m telling him about the 
better grade. 

“And if he buys the two dollar 
one I never say, ‘You'll be sorry 
you didn’t buy the better one.’ 
Instead T tell him, ‘I know you'll 
like the one you bought.’ ” 

Bob Butler shook his head. 
““We’re supposed to be hardware 
experts and it doesn’t take an ex- 
pert to just hand out what folks 


ask for. It’s our professional 
duty to explain fully why the 
higher priced article is better, 
why it is cheaper in the long run, 
why it makes work easier, why 
it does a better job, in other 
words, why quality pays. What 
do you say, Old Vet?” 

“You’re both right—especially 
Mac. Everything you have said 
about quality has been preached 
into that customer’s ears ever 
since he was born, about every- 
thing he eats, wears or uses. He 
has read it in every ad; he has 
heard it from every salesman. 
The advantages of quality are no 
news to him. Before he came in, 
that customer knew a_ higher 
priced saw was better. 

“Therefore when he deliberate- 
ly asked for a two dollar saw it 
was the result of a definite deci- 
sion that two dollars was all he 
wanted to spend. At least for 
this one purchase he distinctly 
placed himself in the ‘price-cus- 
tomer’ class. And there’s nothing 
more dangerous in retailing than 
the practice of ‘stretvhing’ price- 
customers. You’re too apt to lose 
them as permanent patrons even 
though you may make that par- 
ticular sale.” 

“But, Old Vet, you know very 
well if we let folks buy what they 
ask for we would be selling lower 
grades all the time.” , 

“T can’t agree with you, Bob. 





There never was a time when 
people really craved better quali- 
ty and finer things than now. 
And remember, Mac and I have 
been talking only of one class, 
the price-customers. 

“As a whole they are in the 
minority and I believe with you 
that there are vastly more cus- 
tomers under-sold than over-sold. 
I don’t want to encourage timid 
selling, for ‘trading up’ is basic- 
ally good merchandising. But 
not with price-customers. 

“And the salesman is clever 
who can size them up right be- 
cause, as Bob admits, people are 
touchy about their personal 
finances. Lots of them won’t con- 
fess to being price-customers; 
they give other reasons for not 
buying. 

“Even the price-customer is al- 
ways dreaming of the time he can 
afford better things. You need 
him aswell as the quality cus- 
tomer in your business. You'll 
get more of his money in the long 
run if you treat him so he’ll say 
with pride, “That’s my store!’ 
than if you squeeze an extra dol- 
lar out of him every time he 
comes in. 

“Giving people what they want, 
when they want it, at the price 
they want to pay is the basis of 
all successful retailing. And 
don’t think the hardware business 
is any different.” 


California Dealer Builds Duteh Scene to Show Bulbs 


N aitractive window display 
A made by Aggeler and Mus- 
ser, Los Angeles, is attrac- 

tive for a spring display. It 
featured bulbs in a Holland scene. 
The background was a four foot 
cardboard scene in which blue Dutch 
windmills we re conspicuously 
painted. These were placed on the 
floor at the back of the window. Di- 
rectly in front was arranged: about 
two feet of sloping green spaghnum 
intersected by dykes. In front of this 
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was a three foot dark blue and white 
windmill made of cardboard. This 
stood in the rear of a Holland home 
suggesting a bulb farm. The little 
house was also cardboard of quaint 
lines painted, and with a sanded roof. 
The entire foreground was sanded 
and checked with bulbs in two inch 
checks. Two inch walks were laid 
thru the bulb farm with a half dozen 
Dutch dolls standing about in typical 
peasant costume. 

The selling feature was the border 


around the “farm.” It contained 
saucers of hyacinths, narcissi, baby 
gladioli, ranun- 

culi, freesias, tu- 

lips, iris, ixias, 

watsonias and 

anemone. Each 

saucer was placed 

on a_ cardboard 

shaped like a 

windmill and the 

name of each bulb 

given on it. 
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Gulf Southwest 
Hardware Survey 
brings some star- 


HE United 
States Depart- 
ment of Com- 


merce study of hard- 
ware distribution in 
the Gulf Southwest 
covers a sample of 477 retail hardware 
stores and 100 wholesale houses located 
in Missouri, Tennessee, Arkansas, Mis- 
sissippi, Louisiana, Oklahoma and 
Texas. While these States have special 
hardware requirements of a rural rather 
than an urban population, of people 
who live in homes rather:than apart- 
ment houses, of a cotton, cattle, timber 
and oil country and of one of the 
fastest growing population areas in the 
United States, it is believed that many 
of the findings may be applied to the 
successful management of hardware 
establishments in any part of the 
United States. 

The retail establishments classify in 
four groups: large downtown hardware 
stores in larger cities; neighborhood 
stores in larger cities; small town hard- 
ware stores and implement stores. Less 
than half a dozen cities in the South- 
west can be called “large cities,” so 
the sample of large city stores is small. 
The wholesale establishments divide 
into “wholesale” establishments doing 
100 per cent wholesale business and 
“wholesale-retail” establishments hav- 
ing retail departments or some retail 
business. The wholesale retail estab- 
lishments are located almost entirely 
in the very 
largest cities 
—or the op- 
positeextreme 
—sparse- 
ly populated, 
mountainous 
or economi- 
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tling facts to the 
surface. 


by EDWARD F. GERISH 


cally retarded areas. 

There are a great 
many hardware estab- 
lishments in  propor- 
tion to the population 
in the Southwest—and 
much competition. There is, roughly. 
one retail hardware store for every 
3000 people in both. city and country 
areas, and there is one wholesale hard- 
ware establishment for every 50 retail 
hardware stores. 

The trade areas of small town hard- 
ware stores extend many miles into 
the surrounding country, while the 
neighborhood hardware stores of large 
cities have 
trade = areas 
which may 
extend only 
to the next 
nearest _busi- 
ness street in 
each __ direc- 
tion. Small trade stores cover 48 times 
as large a trade area in proportion to 
their population as the stores in large 
cities. 

Wholesale trade areas overlap and 
conflict in some sections of the South- 
west to an extent which is alarming. 
There is one county in a_ sparsely 
populated section of west Texas in 
which there are only five retail hard- 
ware stores where 22 hardware job- 
bers report having salesmen traveling 
How can five country hardware stores 
pay a decent living to 22 traveling 
salesmen? Summing up these facts, 
does not one retail store for every 
3000 people; one jobber for every 50 
retailers; and 22 traveling salesmen 
for five retail stores tell a_ striking 
story of the background of hardware 
business in the Gulf Southwest? 


‘tua ph gy 
| tf a | 








EDWARD F. GERISH 

Chief, Domestic Re- 

gional Division, Depart- 
ment of Commerce 


Retail hardware sales in the Gulf 
Southwest figure approximately $10.00 
per capita year. This includes build- 
ers’ and shelf hardware used in new 
homes and 
implements 
used in farm- 
ing. It in- 
cludes the. 
kitchen uten- 
sils bought 
by the apart- 
ment house. 
dwellers as well as the tools bought by 
carpenters, mechanics and craftsmen. 
For this reason, customers vary greatly 
in size. of transactions and annual 
volume of business. The average retail 
store transaction, however, is estimated 
to be between 60 cents and a dollar. 

Combined total wholesale hardware 
sales volume in the Gulf Southwest 
figure, roughly, $30,000 a year per re- 
tail store. This is a combined total 
per retail store and does not make 
allowance for competition among 
wholesalers. After fighting each other 
for the business of thousands of retail 
stores, when the smoke of battle has . 
cleared away, the average wholesale 
hardware cus- 
tomer __ buys 
less than $600 
a year from 

















any one 
wholesaler. In 
other words, 








the $30,000 

of hardware sold by the average retail 
hardware store is bought from approxi 
mately 50 different jobbers and manu- 
facturers. 

A $600 account is a good average 
wholesale account. And this is not the 
worst of it, the average wholesale sales 
transaction is approximately $22, that 
is, $600 of business a year split up into 
orders averaging $22 a piece. 
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Right along this line you will be 
interested to know that the average 
wholesale traveling salesman in the 
Southwest sells $75,000 a year. In 
other words, if he could control 100 
per cent of the business of just two 
average $30,000 retail hardware stores 
and half the business of a third, he 
could save himself a lot of traveling 
time, expense and fatigue. Instead, 
the wholesale traveling salesman now- 
adays tries to handle on the average 
130 customer accounts. Making seven 
calls a day, six days a week and try- 
ing to see every account at least once 
every two weeks, it is physically im- 
possible for a salesman to visit more 
than 75 or 80 accounts, over 40 per cent 
less than they are now endeavoring 
to handle. 

Again, 
pausing to 
sum mM a- 
rize, does not 
only $600 
sales per 
wholesale ac- 
count and only $75,000 sales per whole- 
sale business salesman when studied 
alongside his efforts to cover 130 ac- 
counts suggest a need for less exten- 
sive and more intensive sales effort? 

When the consumer buys $1 of hard- 
ware in a retail hardware store in the 
Gulf Southwest, approximately 27 cents 
of that dollar stays with the retailer; 
14 cents of that dollar goes to the 
wholesaler and 59 cents goes to the 
manufacturer. Raw materials, manu- 
facturing, packaging, transportation, 
distribution and selling—all these in- 
herent services when balanced up as 
between manufacturer’s, wholesaler’s 
and retailer’s share of the consumer 
dollar show that approximately one- 
fourth of the service is rendered by the 
retailer; one-seventh by the wholesaler, 
and three-fifths by the manufacturer. 
Of the whole dollar, only approximately 
one-fifth is steel or wood—four-fifths 
is manufacturing, distribution and sell- 
ing expenses. That is something to 
think about. 

Naturally, the proportion of service 
rendered by retailer, wholesaler and 
manufacturer varies on different hard- 
ware lines. It takes more sales effort 
and service for the retailer to sell a 
radio, which explains why he gets 34 
cents of the consumer’s radio dollar. 
On the other hand, splitting packages 
and delivering are about all the service 
rendered by the retailer in handling 
nails, fencing and wire goods, so that 
the retailer’s share of the consumer’s 
wire goods dollar drops to 20 cents. 
Incidentally, one jobber in Texas esti- 
mates that almost one-fourth of the 
consumer’s dollar in buying nails goes 
to pay freight charges. Do such figures 
suggest that the consumer is paying 
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more for manufacturing, distribution 
and sales service and getting less in 
physical merchandise for his dollar 
than he should? 

This brings up the whole subject 
of costs of doing business. Probably 
no question looms larger before hard- 
ware jobbers today. The average hard- 
ware jobber in the Gulf Southwest 24 
months ago was doing business on 
slightly less than 20 per cent margin. 
Within 24 months wholesale prices are 
reported to have dropped 30 per cent. 
Twenty per cent of a $1 hardware 
item, 24 months ago, amounted to 20 
cents. Today that $1 item calls for 
70 cents, and 20 per cent of 70 cents 
is only 14 cents. That $1 hardware item 
which the hardware jobber 24 months 
ago thought it impossible to handle for 
less than 20 cents, he is forced today 
to handle for 14 cents. Where can a 
hardware jobber cut 6 cents on a $1 
item in costs of doing business? 

Take each function of wholesaling 
and study it separately. Take the lines 
handled. How many wholesale lines 
earn a gross margin of 20 per cent? 
Of 42 lines carried by hardware whole- 
salers in the Southwest, 21 earned over 
20 per cent and 21 earned less. Auto 
accessories, dairy supplies, mechanics’ 
and carpenters’ tools, cooking and 
household utensils, seed and fertilizer, 
china and glassware, cutlery, toys, and 
wheel goods, all earned better than 
20 per cent. On the other hand, 
dynamite, nails, fencing and wire 
goods, metal and composition roofing, 
sporting goods and ammunition, all 
yielded much less than 20 per cent. 
Is it not time to study whether each 
hardware line is earning sufficient mar- 
gin? 

Of course, the carrying of some low 
margin lines may be justified by high 
merchandise turnover. Nails, fencing 
wire goods turn over 5.1 times a year. 
Stoves turn better than 5.7,times a year. 
But some high margin lines turn ex- 
tremely slow. Agricultural implements 
turning only 2.1 times a year, engines 
and pumps 1.4 times a year, and me- 
chanics’ and carpenters’ tools 2.8 times 
a year. One by one each item and 
each line should be studied. They 
should be compared with the average 
of all wholesale lines, which is a 20 
per cent margin and a 3.3 times turn- 
over a year. 


Adequate Contrel 


To study profitableness and turnover 
of individual lines adequate systems of 
merchandise and stock control must be 
adopted. Fifty-seven different types of 
merchandise control are being em- 
ployed by hardware wholesalers in the 
Southwest ranging from the most mod- 
ern to the most antique. Several of 


the most effective systems in use could 





be applied to all wholesale hardware 
establishments and be of great assist- 
ance in saving time of buyers in elim- 
inating back orders and “shorts” and 
in increasing both merchandise and 
capital turnover. 

From merchandise and buying con- 
trol attention may be turned to in- 
crease of sales control and sales ef- 
fectiveness. What is the average size 
wholesale account. In the Southwest it 
is $575 a year. How much advertising 
and catalog expense is justified on a 
$575 account? In the Southwest ad- 
vertising and catalog expense figures 
$3.40 a year on a $575 customer. 

How much time can a_ salesman 
spend calling on a $575 account? It 
costs a salesman, roughly, $2 in salary 
and traveling expenses for each call he 
makes. The sales expense in handling 
a $575 account in the Southwest av- 
erages $27.50 a year. At $2 a call this 
would be 14 calls a year—any more 
than this would turn a profitable $575 
account into a losing one. 


Backing Up Salesmen 


Is the salesman being backed up by 
proper cooperation by mail and tele- 
phone? Almost one-third of the aver- 
age salesman’s business in the South- 
west is obtained by mail and telephone 
cooperation from the home office. The 
ratio at present is approximately two 
orders by mail and telephone to one 
obtained by the salesman. 

What is the minimum size order or 
the minimum size package you will 
sell? The average order in the Gulf 
Southwest is approximately $22, and 
each order averages seven to eight 
items. How does your average sale 
compare with this? 

What are you doing to increase the 
sales effectiveness of your salesmen to 
change them from high pressure ar- 
tists so much in demand in the rising 
markets of the last decade to mer- 
chandising experts, absolutely neces- 
sary if you wish to stay in business in 
the falling markets of the present dec- 
ade? What system of training do you 
have to teach your salesmen to recog- 
nize good lines from inferior or to work 
on profitable lines, profitable orders, 
profitable customers rather than sell- 
ing any line, in any amount, to any- 
body? What do your salesmen know 
about the retailer? What stock turn 
should the retailer get on the mer- 
chandise the salesman sells? How 
much is the proper size order of a line 
for each size retailer? What stock and 
accounting control systems are usable 
and effective in a retail store? What 
is the most effective method of arrange- 
ment and display and selling of each 
line in a retail store? Only nine whole- 
salers in the Gulf Southwest are at 

(Continued on page 25) 
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The Tragedy of “OUTS” 


By Liew S. Soule 


one of the best counties of a populous Eastern 
State. He builds houses, partly furnishes them 
and resells them on an installment basis. He buys 
thousands of dollars’ worth of builders’ hardware, 
paint, roofing, tools, refrigerators, linoleum, gas 
ranges, etc., every year. I met him on a train only 
a few days ago, and our conversation drifted to 
general business, and then to conditions in the hard- 
ware and building materials trade. By some hook 
or crook the name of a prominent hardware dealer 
in his territory came up, and he bristled up like 
an angry police dog. “They’ve got the last blamed 
cent they'll ever get out of me,” he snapped, 
“‘What’s the matter?” I asked him. “I thought 
you bought a lot of goods from that firm.” I 
did,” he replied. “My account has totaled around 
$10,000 a year with them for the last ten years.” 
“Well—why the change of heart?” I queried. 
“Prices too high?” “No,” he answered, “I never 
complained about their prices. I believe in the 
old adage ‘Live and let live.’” “Don’t they carry 
good lines?” I asked. “Good as anyone.” he re- 
plied, and then he added “‘when they carry any.” 
Finally I got the story out of him. It seems he 
had depended on that firm’s stock for his paint job 
on three houses he was completing. He had his 
men all hired ready to start the painting on a cer- 
tain day. Knowing that they could deliver with one 
of their trucks at an hour’s notice, he delayed plac- 
ing his order until the day before the paint was to 
be used. In that particular district the great ma- 
jority of the houses are painted white, with green 
trimmings. Naturally he never even imagined their 
being out of white house paint. So—he went to the 
store fully intending to buy the needed paint, to 
be paid for promptly at the regular time. I happen 
to know that his credit was gilt-edged, and that he 
had always paid promptly on receipt of the bill. 
But—he didn’t buy the paint there. That firm 
did not have enough outside white house paint to 
cover one house, let alone three. “We’re keeping 
our inventory down to bedrock,” the manager told 
him. “Just keeping a’ skeleton stock until business 
picks up again. We can order it for you and have 


ie a contractor friend doing business in 
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it here in a couple of days,” he added. My con- 
tractor friend gave that manager a piece of his 
mind. Then he hustled out to locate the needed 
paint. He tried three stores in that locality without 
results. Then he sent his own truck to another town 
thirty miles away to get the paint he wanted. Since 
then he has definitely changed his source of supply. 

Naturally I sympathize with the merchant’s point 
of view. He figured he was saving money by keep- 
ing his inventory down. He failed to take into ac- 
count the fact that it is just as important to save 
customers by having what they can reasonably ex- 
pect him to carry, as to save a little money by hold- 
ing down stocks. 

Hardware sales are sure to show an increase 
during the next few months. Seasonable goods and 
replacement merchandise are bound to move faster. 
A lot of houses must be painted before winter sets 
in; a lot of new merchandise must be purchased 
before snow flies; a lot of items of gift value will 
be sold for the coming holidays. Right now the 
average stocks in retail hardware stores all over 
this country are too low to attract trade; too short in 
range and selection to tempt buyers. Unless they 
are brought up to reasonable limits some other type 
of store will get the business. Of course some stocks 
are topheavy with shelf-warmers. These should be 
handled without gloves. Cut the prices on slow 
sellers to the bone, get rid of them, and put the 
money back into merchandise that will sell and pay 
a profit. ; 

We are not advising dealers to overstock; far 
from it. We do, however, urgently advise them to 
keep up their quantities and assortments of goods 
that can be sold and that the public has a right to 
expect them to carry. “Outs” or “near outs” are 
extremely dangerous at this time. They will not 
only result in loss of sales, but they will cause a 
loss in both immediate and future customers, and a 
rapid decline in store prestige. 

One of the worst things that can happen to you 
now is to have people say: “There’s no need of 
going to Blank’s; they never have what you want.” 
You are in business to make money and it simply 
can’t be done on ragged, short, inadequate stocks. 
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P. F. KING 
Stanley Works, New Britain, Conn. 


UILDING activity at the present 

time is at a low ebb although 

there is evidence that this con- 
dition must change soon in the field 
of residential building, which furnishes 
the largest market for hardware. 
Studies of statistics in regard to resi- 
dential building indicate that for the 
country as a whole the surplus has 
been largely absorbed, and we are 
approaching a period in which ihere 
must be a resumption of home build- 
ing. It is likely, however, that the 
resumption will be gradual and the 
prospects of any far reaching increase 
in volume in the near future is not 
great. 

We would all like to have increased 
volume, but we must wait on building 
to secure it. This does not mean that 
there is nothing we can do at the pres- 
ent time. While there is little we can 
do to increase volume, there is much 
that can be done to increase the 
quality of our business and thereby 
improve the possibility of present 
profits. 


Lack of Emphasis 


Hardware today suffers from lack of 
emphasis. It is obvious that if a man 
is building a home and he has a definite 
amount of money to spend, if he puts 
that money into one feature of the 
building he cannot spend it for an- 
other, and if by high powered selling 
methods and skillfully directed adver- 
tising appeal his interest is captured 
by expensive bath rooms, plumbing 
fixtures, heating appliances, etc., he 
will spend his money for these things 
and when the hardware is selected he 
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Better Hardware 





Sell Hardware for Decorative Value to Lend Distinction 
to Buildings. Hardware Suffers from Lack of Emphasis 
Such as Given to Plumbing and Other Parts of Homes. 


By P. F. KING : 


will have very little left, and the hard- 
ware will be skimped. 

Hardware seems to be sold entirely 
too much on a basis of utility. Its 
uitlity is, of course, of prime impor- 
tance. For the most part it has to do 
with the working parts of a building 
and its potentiality for giving satisfac- 
tion or causing annoyance is great. It 
will vary with the knowledge and study 
that is used in selecting hardware and 
supervising its application. However, 
aside from utility, it can have great 
decorative value. It can lend distinc- 
tion to a building or give it an air 
of cheapness. 

There is a lack of interest so far as 
the general public is concerned, and 
the responsibility for this condition 
lies with us. The average person who 
builds a home knows very little about 
hardware, and unless he is fortunate 
enough to have the services of a 
trained builders’ hardware man, he is 
quite likely to be satisfied with any- 
thing that will do the work, regardless 
of its suitability for his particular 
building. 

There is in every sizable center of 
population throughout this country a 
small group of builders’ hardware ex- 
perts who by hard work and close 
study for long years, have acquired 
the knowledge to guide builders in the 
selection of hardware. Their versa- 
tility in meeting unusuak situations is 
amazing. They know the lines of hard- 
ware to be had for different purposes. 
and when none js available, they have 
sufficient knowledge to determine how 
it can be made to meet the particular 


need. 
These builders’ hardware men are 
much more than salesmen. They are 


craftsmen and artists. They have a 
professional pride in properly trim- 
ming a building. They know how to 
combine utility and good taste. Un- 
fortunately, the number of home build- 
ers who consult them is all too small, 
and something of a cooperative nature 





should be done to strengthen their posi 
tion and widen their influence. 

I am not personally familiar with it, 
but I believe there has been talk at 
previous gatherings of builders’ hard- 
ware manufacturers about cooperation. 
but apparently nothing tangible ever 
has been done. Your committee in 
planning for a talk on cooperation did 
not have in mind merely passing away 
some time listening to a good speech, 
but felt that a beginning should be 
made of-a cooperative endeavor to in- 
crease interest in hardware and to im- 
prove the quality of our business. We 
suggest for your consideration the 
adoption of a brief message which we 
can all use in our advertising with the 
hope of stimulating interest in hard- 
ware on the part of the general public. 


Use the Cuts 


Our idea is that every builders’ hard- 
ware manufacturer shall use this cut 
in a suitable size in all newspaper and 
magazine advertising, and that he shall 
use it on the lower left hand corner 
of routine letters, on his routine en- 
velopes, on advertising pieces and stuf- 
fers of all kinds, and on direction 
sheets. It is our recommendation also 
that every manufacturer shall interest 
his outlets, jobbers and retailers in a 
similar use of this cut. It would be our 
desire that dealers should use this cut 
in all newspaper advertising. It would 
in no way detract from an advertise- 
ment of any nature and it would cost 
nothing extra. 

If all of the manufacturers and deal- 
ers will adopt this program, in a very 
short time the message, “Your House 
is as Good as its Hardware,” will be- 
come familiar to the eyes of a great 
majority of people, and if we could 
bring about a condition where the pros- 
pective home builder would ask himself 
the question, “What kind of hardware 
will I have on this building?” we would 
be a long step in advance of where we 
are now; and if a prospective home 
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buyer were interested enough to ask 

- the question, “What sort of hardware 
have you on this building?” contrac- 
tors and operators would be prepared 
for the question by making hardware 
selections that would furnish talking 
points for their building, just as they 
now do on other features which enter 
into its construction. 

By this means we could increase 
the usefulness of the builders’ hard- 
ware man. People desiring hardware 
that is exactly right for a particular 
building must consult a builder’s hard- 
ware man because the selection of hard- 
ware is a highly technical matter and 





really requires expert advice. To the 
extent that prospective home builders 
are directed to the builders’ hardware 
man for guidance, you can reasonably 
expect an improvement in the selec- 
tion of hardware, and we owe it to 
these builders’ hardware men who are 
the advance guard in improving the 
quality of hardware used, to create for 
them as wide an opportunity for ser- 
vice as possible. 

This message constantly recurring in 
trade papers, general magazines, news- 
papers and miscellaneous advertising 
material, in addition to making its im- 
press on the buying public, would 





stimulate the interest of thousands of 
hardware clerks and emphasize in their 
minds the necessity of stressing quality. 
The hardware papers are always ready 
to cooperate in anything that is for the 
good of the industry and could be 
counted on to do their part in enlist- 
ing the interest of the trade. 

Unless the sales ability, resident in 
the hardware trade, is stimulated to 
greater interest in the possibilities of 
hardware, it will be directed to the sale 
of specialties, which in the past have 
not been contenders against hardware 
in claiming the talents of the hardware 
salesmen. 








Here Are the Cuts Suggested By Mr. King 


Available at Cost from Hardware Age 


ECOGNIZING the importance of selling the 

public on better hardware, as has success- 
fully been accomplished by plumbing, roofing and 
other interests, the Builders’ Hardware Group of 
the American Hardware Manufacturers’ Associa- 
tion were greatly impressed by the recommenda- 
tions of the Chicago program committee headed by 
Mr. King. A vital part of 
future plans to stress the 
decorative value of hard- 






ware on homes, is the use of the slogan cuts shown 
here. As a service to the retailer, wholesaler and 
manufacturer interested in builders’ hardware, 
HarpwareE AGE, at no profit to itself, has arranged 
to provide these cuts in the five sizes recommended. 
These illustrations are to be used on letterheads, 
envelopes, business cards, display cards and in all 
forms of advertising. In any of the sizes shown, 
mats are 15 cents each and stereotypes (cuts) 25 
cents each. These low prices are 
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possible because of large volume 
production which will be needed to 
take care of trade requirements. 














Order by number and please send cash with order, because of the small amount involved. Send your requirements to Harp- 
WARE AGE Advertising Service, 239 West 39th St., New York City 
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Hardware Distribution Under U. 8. Microscope 


present giving instruction to their 
salesmen along all these lines. 

The wholesalers most progressive in 
helping their own salesmen are also 
among those cooperating most with the 
retailer—assisting retailers in setting 
up uniform accounting methods, in- 
stalling effective systems of merchan- 
dise control, planning better retail 


store arrangements as well as giving 
the more common advertising assist- 
ance, such as the window displays, 
newspaper cuts and occasional demon- 
strations. Two jobbers report organiz- 
ing credit pools or finance companies 
to carry the retail dealer’s installment 
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(Continued from page 22) 


paper. There are unlimited possibili- 
ties for increasing sales efficiency and 
lowering selling costs by looking at 
selling as the science of fitting of 
proper article to the proper need at 
the lowest cost—rather than high pres- 
suring whatever is at hand on who- 
ever is easiest to sell it to. 

The third side of wholesaling about 
which some excellent studies have al- 
ready been made is the warehousing 
and handling function. There are only 
a half dozen hardware jobbers in the 
Gulf Southwest who know what it costs 
to handle an average order, and there 
are only one or two who have made 


such scientific studies of handling and 
packaging that they figure costs by in- 
dividual items and minimum packages. 
It will be of interest to know that from 
our present studies it has been found 
that it costs $3.57 to handle the aver- 
age wholesale order in the Gulf South- 
west. Working on a 20 per cent mar- 
gin at this cost of handling an order, 
the average jobber loses money on any 
transaction less than $17.85. How many 
of your orders are for less than $17.85 
—and how often will you big city job- 
bers give “hot shot” delivery of orders 
of $2, $1 and 50 cents. 


For the average order it costs over 
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50 cents for warehouse and delivery 

expense alone and over 50 cents more 

for office expense—omitting all consid- 
eration of sales salaries, rent, taxes and 
general overhead. 

Then equally important with the cost 
of handling orders is the question of 
credits and collections. Bad debts in 
the Southwest average over $4 a year 
per customer and 34 of 1 per cent on 
every sales transaction. The average 
customer account is collected in 67 
days in the Southwest and the average 
customer is not permitted at any one 
time to have more than 30 per cent of 
his year’s purchase unpaid for. How 
long do you allow your open accounts 
to run before pressing for collection? 
The average jobber turns his entire 
capital investment in accounts and 
notes receivable 4.7 times a year. How 
does your business measure up to these 
averages? 

Turn now to personnel. In the Gulf 
Southwest over one-half of total whole- 
sale operating expenses are wages. If 
in this period of falling prices expenses 
must be cut 6 cents on the dollar—3 
cents of the saving must naturally 
come in wages. If wages are not to be 
reduced on salaried employees as they 
have already been reduced on sales- 
men, the general executive and gen- 
eral office and warehouse employee 
must handle 50 per cent more physical 
volume of hardware to earn the same 
salary without increasing the per cent 
of operating costs on the present sales 
dollar. 

The average salesman obtains, in 
round figures, 3500 orders a year. Ap- 
proximately 3 office and warehouse em- 
ployees are required to handle these 
3500 orders. A salesman, therefore, 
must earn the salary of three other 
people in the office and warehouse as 
well as his own. Dividing sales volume 
by total employees, including sales- 
men, the average employee handles 
less than $20,000 of business a year. 
Must not greater study be given to in- 
creasing efficiency of general adminis- 
trative, general office and warehouse 
personnel? 

In the same breath, efficient use of 
warehouse space might be mentioned. 
There are, roughly, 8,000,000 square 
feet of warehouse space employed by 
jobbers in the Gulf Southwest. This 
is, roughly, 30 feet by 50 feet of space 
in a wholesale warehouse for each and 
every retail hardware store in the area. 
The average book value in land and 
buildings of this space is $1.50 a square 
foot. Approximately $3.50 of inven- 
tory is stored on each square foot of 
this space—and the sales a year per 
square foot figure approximately $15. 
Take a look at your own warehouse in 
the light of these figures. 

Finally, that the ultimate aim of a 
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hardware business is to earn a profit 
for stockholders must not be forgotten. 
The capital in running a wholesale es- 
tablishment comes from three major 
sources: 7.1 per cent is supplied by 
manufacturers, 23.8 per cent by banks, 
bond and mortgage holders, and 68.0 
per cent by stockholders. Creditors’ 
obligations must be paid before stock- 
holders can split the profits—so that 
the financial operation of the business 
requires major attention. 

The use of creditors’ and stockhold- 
ers’ capital must be sound. Roughly, 
40 per cent of total capital is used in 
carrying merchandise inventory, 33 per 
cent in credit extended customers, 18 
per cent invested in land, buildings 
and equipment and 7 per cent carried 
in cash and investment reserves. 

Figured in dollars, roughly, $15,000 
in jobbers’ capital is being used for 
every retail hardware store in the Gulf 
Southwest, $6,000 is merchandise in- 
ventory carried on hand for the re- 
tailer in the wholesale warehouse, 
$5,000 is extended the retailer in credit 
and $4,000 is invested in the jobbers’ 
land, buildings and equipment. 

The average wholesaler turns his 
total capital 134 times a year. To do 
this he must turn his merchandise in- 
ventory 3.3 times a year, his notes and 
accounts receivable must be collected 
4.7 times a year and his creditors must 
be paid up 3.8 times a year. At all 
times current assets should average 2.3 
times current liabilities. 

Besides paying manufacturer’s ac- 
counts and bank loans promptly, the 
wholesale executive must pay interest 
on creditors’ capital. Interest paid fig- 
ures 1.16 per cent on sales. Discounts 
paid figure almost 1.0 per cent—or a 
total of 2144 per cent gross expenses in 
the capital operations of a wholesale 
hardware business. To offset this by 
keeping the business liquid, discounts 
on purchases of 114 per, cent must be 
taken and interest on notes receivable 
and bank deposits of 4% of 1 per cent 
may be earned, leaving the net cost 
of operating the financial end of a 
wholesale hardware house 14 of 1 per 
cent on sales a year. 

Starting, then, with a- gross margin 
of a fraction better than 19 per cent, 
the financial executive must be pre- 
pared to pay operating expenses of 
over 16 per cent, and capital and cred- 
itors’ expense of 4% of 1 per cent, leav- 
ing net profits to stockholders equal 
to 2% per cent of sales. If capital has 











been used efficiently and inventory and 
credit kept low this 2% per cent will 
total 6 2/3 per cent return on stock- 
holders’ investment—6 2/3 per cent 
being the average return on stockhold- 
ers’ investment of the hardware whole- 
salers in the Gulf Southwest 24 months 
ago. 

In conclusion, is it not probable that 
our recent study of hardware distri- 
bution in the Gulf Southwest will teem 
with suggestions for checking opera- 
tions of wholesalers in other sections. 

For example, perhaps that excessive 
competition in all probability not pe- 
culiar to the Gulf Southwest alone but 
it, at least, is one of the elements that 
should be thoroughly understood by 
any given operator. 

2. Or is it not possible that inten- 
sive rather than extensive coverage of 
your sales territories might prove more 
profitable? 

3. Doesn’t the fact that since the 
major portion of the hardware con- 
sumer’s dollar goes for manufactur- 
ing, transportation, distribution and 
selling and only a fraction for physical 
hardware suggest avenues of further 
study on the part of the hardware dis- 
tributor? 

4, And finally that our study of hard- 
ware distribution in the Gulf South- 
west indicates that in an era of falling 
prices much profitable application 
could be put in: 

a. Immediate study of margin and 
turnover of each and every line. 

b. Immediate adoption of modern 
scientific systems of merchandise 
and stock control. 

c. Elimination of small and unprofit- 
able accounts. ' 

d. Increased efficiency in selling, and 
more scientific cooperation by 
mail and telephone from the of- 
fice. 

e. Increasing the average size sales 
transaction. 

f. Training of salesmen as merchan- 
dising experts and cooperation 
with retailers on solving merchan- 
dising problems. 

g. Study of warehousing and han- 
dling costs at least, on the aver- 
age order and, if possible, on the 
minimum package or per item 
basis. 

h. Elimination of bad debts and 

speeding up of rate of collection 

of accounts and notes receivable. 

. Increasing decidedly the efficiency 

of administrative office, and ware- 

house, as well as sales personnel. 

. Economizing on employment of 

warehouse space. 

k. Increasing efficiency and lowering 
cost of employment of capital for 
increased protection of creditors’ 
investment as well as increase of 
profits for stockholders. 


— 
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AVE just returned from a 
week’s visit devoted to 
the hardware convention 

in Chicago. Like the fellow who 
went to the fire, I am waiting to 
read the papers to find out just 
what happened. When I heard 
that the convention was to be 
held in Chicago instead of At- 
lantic City, I didn’t like the idea. 
And when I heard the convention 
would be held in the Palmer 
House, I didn’t like that idea 
either. However, I must admit 
that I was all wrong. It seems 
to me there were more real, hon- 
est-to-goodness jobbers at this 
convention than any other I ever 
attended. While some jobbers 
were conspicuous by their ab- 
sence, there were many others we 
had never seen at a convention 
before. 

The work of meeting custom- 
ers was strenuous. It usually 
started with a party for break- 
fast at 7.30 a. m., and then con- 
tinued without interruption, 
meals being taken in the rooms, 
until 1.30 or 2.30 the following 
morning. What struck the writer 
particularly at this convention 
was that the merchants attending 
were not especially interested in 
purely social gatherings. Most 
of them seemed to be very seri- 
ously interested in getting in- 
formation about general condi- 
tions and securing the views of 
other jobbers and manufacturers 
in regard to the future of busi- 
ness. 

There is one great lesson that 
has been learned by all of us in 


the past two years, and that is | 


that the merchant who thinks 
only of his own business, of his 
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dsovernment in Business 


By SAUNDERS NORVELL 


own sales and of his own organ- 
ization is not only very short- 
sighted but is making a great 
mistake. The lesson we have all 
learned both in an international 
and a domestic way is that we 
are all influenced by general 
conditions. No matter how care- 
fully a merchant may regulate 
his own business, unless condi- 
tions in his industry are right, 
he is helpless in attempting to 
make a success of his own enter- 
prise. This is the one idea that 
it seems to me I found either 
unconsciously felt or openly ex- 
pressed by all the jobbers and 
manufacturers I met. 

The Sherman law, the Clay- 
ton act, and the activities of the 
Department of Justice and the 
Federal Trade Commission came 
in for general discussion. Many 
merchants in discussing these 
subjects seemed to be completely 
bewildered. They could not 
grasp some of the rulings of the 
Federal Trade Commission. 
Making the statement that the 
Federal Trade Commission was 
simply governed by the Sherman 
law and the Clayton act, and 
had no discretion in its rulings, 
did not seem to satisfy them. 
They could not see the common 
sense of the matter. In these 
times of reduced volume, mount- 
ing taxes, and increased over- 
head, they felt they should at 
least be permitted to make a 
small profit on the goods they 
sold. They could not understand, 
if the object of the Sherman 
law was to prevent a monopoly 
and increase competition, why 
price cutters were permitted to 
sell goods at cost and lower than 


cost, with the result that com- 
petitors were driven to the wall, 
forced into bankruptcy, result- 
ing in lessening competition in- 
stead of increasing it. They could 
not understand, seeing the con- 
centration that is taking place in 
business which in the end is sure 
to result in monopolies and also 
the eliminating of free and open 
competition, why there was not 
some law that would control the 
creating of monopolies and the 
limiting of competition by price 
cutting, as well as a law that de- 
nies any form of price fixing, 
any form of resale prices, and 
any agreement on business prac- 
tices that would lead to the or- 
derly procedure of business. 

The feeling of many of these 
manufacturers and jobbers was 
that the Sherman law and the 
Clayton act were archaic and out 
of date. One jobber stated frank- 
ly that the only good he could 
see in these laws was the jobs 
they gave lawyers. He referred 
to certain investigations made by 
the government on which enor- 
mous sums of money must have 
been spent in time and labor. 
There was .a general feeling in 
these talks that we had entirely 
too much government in busi- 
ness, too much interference, and 
that one leading cause of this 
long drawn out depression has 
been the government itself and 
the various activities of the bu- 
reaus they have appointed. 

To my mind, reviewing all the 
conversations with the very best 
minds in the hardware business, 
it was a serious matter to see this 
general dissatisfaction and dis- 


(Continued on page 57) 
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By CHARLES MILLS LUTHY 


HE present selling situation 
[res for crystal clear think- 

ing and wise and prudent 
action. I sincerely believe that 
high pressure methods and ex- 
travagant sales promotion cam- 
paigns were not the least factors 
in contributing to this depression. 
There has always been a lot of 
bunk in the theories of salesman- 
ship. I have all along contended 
that hard and fast rules for sell- 
ing goods are of little value to 
the individual salesman. The 
number of books, papers and 
articles on the subject, is re- 
markable, if not appalling. 
Whenever some super-salesman 
achieves success, he loses no time 
in telling it to the world. In the 
Cleveland Public Library alone, 
there are more than six hundred 
volumes on the Selling Process, 
Sales Administration and related 
topics. If one would attempt to 
absorb even a small percentage 
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A Sales Manager Sees 
Today’s Opportunity 


of this voluminous data and ap- 
ply it in practice, he would be 
so confused that the inherent abil- 
ity he might possess to sell by his 
own concepts, would be impaired, 
if not totally destroyed. 


Experience of Others 


I do not deprecate the experi- 
ence of others, a salesman, or a 
sales manager who is self satis- 
fied and who is not ready and 
willing to profit from the knowl- 
edge of others, is on the way out. 
And so, what observations I have 
just set down, should not be con- 
strued as a suggestion to avoid 
or reject sound advice on selling 


Dealers will recognize the value of 





by those who know how to do it, 
but rather as an admonition to 
refrain from cluttering up our 
minds with formulas, which can- 
not be successfully applied by us 
in our daily contacts. Even be- 
fore the onfall of these hard 
times, we were in the process of 
debunking many of these sales 
theories. When I read some of 
the lengthy dissertations on sell- 
ing goods, I speculate just how 
long they will continue to be of 
interest to the reader, and if the 
demand for them will remain. 
There are more good salesmen 
available today than ever before 
in my experience of twenty-five 
years in directing sales activities. 


this 


clear statement of the present selling situ- 
ation and its application to retailing. . . . 
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If one has the trade encourage- 
ment, financial background and 
business vision, you can build an 
organization that would be su- 
perb, and effective to the nth de- 
gree. Mergers and consolidations 
of territories, in the interest of 
economy, bankruptcies, receiver- 
ships, and all the other ills of 
industry, have thrown out a multi- 
tude of men who know how to sell 
goods and their present predica- 
ments have taught them valuable 
lessons that will remain as long 
as they survive. Someone has 
said that “The best pilots are 
made in the stormiest weather.” 
We have passed through this 
period, and some of us have dis- 
covered latent ability we did not 
know we possessed. We have 
more confidence in ourselves, and 
we have learned, as never before, 
the lessons of adversity. 


How Process Changes 


Having read thus far, no doubt, 
you want to know how the sales 
process has changed during this 
period of depression. Well, first 
of all, let us look at the matter 
of quotas. They have been over- 
worked for years, and many 
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Secretary and General Sales Manager 
Chain Products Co. 


Cleveland, Ohio 


There are more good sales- 


times estab- 
lished without 
regard to the 


men available today than ever ing 
before in my experience of 
twenty-five years in directing 
sales activities. 


power of 
the consumer, 
as well as the 


real absorp- If one has the trade encour- distributor. 

tion of any agement, financial background Then, there 

given market, and business vision, he can is the ever- 

or the final build an organization that will present _ tend- 
re r i > 

ability of the ee eae ae ae ency to over- 


nth degree. 
customer to 


pay. Ifa sales 
executive want- 
ed to make a 
good showing, 
up goes 
quota and then 

commences the 

daily barrage to spur the indi- 
vidual salesman on to the goal 
which has been set. Every man 
wants a mark to shoot at, but it 
ought to be established on a rea- 
sonable basis. It is an old axiom 
of business that “Goods are not 
sold until in the hands of the 
ultimate consumer.” Quotas, 
therefore, should be built after 
a close analysis of the purchas- 


survive. 


The ills of industry have 
thrown out a multitude of 
men who know how to sell 
goods, and who have been 
taught valuable lessons that 
the will remain as long as they 


state the merits 
of a_ product. 
When we have 


boom times, 
everything is 
inflated, and 


salesmen fall 

into the _per- 
nicious habit of gross exaggera- 
tion. The buyer, living in this 
atmosphere of inflation, uncon- 
sciously discounts many of these 
statements of the all-too-zealous 
salesman. It is not true today. 
We are back to earth. Buyers 
want facts and not fancies. They 
have been surfeited with claims 
of the superiority of this and that 
commodity. [Turn to next page | 
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We must not overlook the one 
little word of four letters, 
W-O-R-K. Talk is not an excuse 
for it. Constructive thinking is 
work. Most people are mentally 
lazy. They concentrate only at 
sporadic intervals and usually 
when an emergency has arisen. 
Well, men, the emergency is here 
and I recommend to your serious 
attention the old _ injunction, 
“Think of these things.” Never 
before was it so essential that 
salesman think and plan their 
daily tasks. Orders came very 
easy during the last decade, and 
until we faced this business 
slump. Salesmen now must study 
the needs of a community, the 
value and utility of his merchan- 
dise to the ultimate consumer and 
the ability of the buyer to dis- 
tribute and pay for it. Do not 





stop after the order is signed. 
The jobber and the dealer have 
their problems of selling at a 
profit and who is more qualified 
to advise them than the experi- 
enced salesman? Cooperation, 
coordination and _ correlation, 
these are the alliterative watch- 
words of profitable and perma- 
nent relations between the buyer 
and the seller. 

It is true that we cannot entire- 
ly discard the old and established 
fundamentals of sales methods. 
You know how they supplement 
each other—favorable considera- 
tion, interest, desire, action, de- 
cision, or, as I prefer it, prep- 
aration, presentation, persua- 
sion, negotiation, consummation. 
These are still the foundation 
stones of the successive steps on 
which every sale is made. It is 








the structure we erect upon these 
foundations that is _ rapidly 
changing. 

I have an abiding faith in the 
Divine Providence which shapes 
our ends. In recently reviewing 
ancient history, I have been 
again impressed with the record 
of the unbroken prosperity of 
past and almost forgotten civi- 
ization. Egypt, Babylon, As- 
syria, Persia, Greece and Rome 
—all of these suffered decay, 
due to thé prolongation of boom 
times and inflated trade condi- 
tions. I like to think that per- 
haps we are passing through the 
crucibles, so that we will learn 
our lesson of moderation, truth 
and justice for all men. I believe 
salesmen have profited by their 
bitter experiences in this time of 
trial and tribulation. 


General Market News of the Week 


Demand Shows 
Slight Gain 


New York, Nov. 4.— Trade 
activity in most of the nation’s 
leading hardware markets in- 
creased slightly during the past 
week under the stimulus of pre- 
holiday buying and expended 
seasonal requirements. Appre- 
ciable sales gains are currently 
reported in the trade territories 
served by Atlanta, Memphis, 
Boston, Chicago, New York and 
San Francisco. Unseasonable 
weather continues to retard the 
movement of fall and winter 
goods in other localities. 

The necessity of replacing and 
replenishing depleted, or badly 
broken factory stocks is becom- 
ing more acute. Wholesalers de- 
clare that many manufacturers 
are unable to make immediate 
shipments. This, many believe, 
is a healthy sign, indicating that 
surplus stocks have at last been 
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almost completely absorbed, and 
that a resumption of producing 
activity must logically follow. 
With the approach of Thanks- 
giving a brisk demand has de- 
veloped for roasters, carving 
sets and culinary equipment. 
The generally belated activity 
in Christmas merchandise has 
finally materialized and_ toys, 
cutlery, electric clocks, fireplace 
accessories, electrical appliances, 
table silverware, Christmas elec- 
tric decorations, and _ related 


holiday lines are now fairly 
active. 

Prices are showing very little 
fluctuation and it is believed that 
current quotations, for the most 
part, will not reflect further 
major declines. Some minor 
price revisions are anticipated 
when manufacturers lists for the 
coming season are issued at the 
turn of the year. 

The credit situation has re- 
tained a fairly satisfactory aver- 
age. 





Facts on Paint Distribution 
Shown by Government 
Report 
(From Our Washington Bureau) 

Total sales in 1929 by 1063 plants 
engaged primarily in making paints 
and varnishes, according to the Census 
of Distribution, aggregated $563,652,- 
000, of which 41.3 per cent or $232,- 
604,000 was made to industrial con- 
sumers, such as manufacturers, con- 
tractors, railroads, etc. Other sales 
were made as follows: To wholesalers, 





22.7 per cent or $128.109,000; to re- 
tailers, 18.4 per cent or $103,836,000; 
to manufacturers’ own retail branches, 
1.9 per cent or $10,749,000 and to 
household users, 1.6 per cent. 

Manufacturing plants sold 14.1 per 
cent, or $79,231,000 worth of goods to 
their own wholesale branches. This 
report does not show the distribution 
of sales to these branches. Of the sales 
to dealers and industrial consumers, 
$18,118,000 was made through man- 
ufacturers’ agents, selling agents, brok- 
ers, or commission houses. 
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Basic Business Indicators for Week Ended Oct. 24 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


In comparing the charts of the twenty-one basic indicators, which are reproduced below, with those for the preceding week, upward ten- 
dencies are noted in coal production, petroleum production, business failures, bank debits outside New York City, time money rates, call 
money rates and money in circulation. Downward trends are revealed in freight car loadings, building contracts, steel ingot produc- 
tion, lumber production, wheat receipts, cotton receipts, Detroit factory employment, brokers’ loans New York City, loans and discounts 
Federal Reserve member banks and bond prices. The four remaining indicators, including Fisher’s wholesale price index, iron and 
steel composite price, copper price electrolytic and stock prices, show generally unchanged courses, 








BITUMINOUS COAL PRODUCTION FREIGHT CAR LOADINGS PETROLEUM PRODUCTION (oaiy averace) 











: + 
BUILDING CONTRACTS (pany averase) STEEL INGOT PRODUCTION LUMBER PRODUCTION 

















WHEAT RE COTTON RECEIPTS DETROIT FACTORY EMPLOYMENT 








FISHER'S WHOLESALE PRICE INDEX® IRON AND STEEL COMPOSITE PRICE COPPER PRICE ELECTROLYTIC 








* 


BUSINESS FAILURES BANK DEBITS OUTSIDE NEW YORK CITY BROKERS’ LOANS NEW YORK CITY 








TIME MONEY RATES CALL MONEY RATES STOCK PRICES 





LOANS AND DISCOUNTS F R. MEMBER BANKS BOND PRICES MONEY IN CIRCULATION (oaivy avenace) 


140 ' 
































Pos. 



















































































— 
JAN. Pea TMARTAPA MAY IJUNIJULT AUG ISEPTOCT. INOW [DE 














NOVEMBER 5, 1931 3L 








New York, Nov. 3. 

CTOBER sales were fairly sat- 

isfactory, according to the ma- 

jority of local wholesalers, al- 
though the customary seasonal increase 
was less pronounced than is usual for 
the period. Reports on metropolitan 
wholesale trade for the first ten months 
of the year have a varying character. 
One jobber declares dollar sales volume 
so far this year reveals a shrinkage 
from the firm’s peak years of but 15 
per cent. Considering the price de- 
clines which have become effective 
within the past two years, this would 
indicate that this firm is selling more 
merchandise than ever before in its 
history. Price depreciation during the 
same period is estimated as averaging 
from 25 to 30 per cent. Most other 
jobbers declare their business is run- 
ning behind the peak years about the 
extent of the estimated decline in the 
value of hardware products. At the 
weather this fall has been mild, it is 
believed that the seasonal movement 
of merchandise will not reach its height 
until some time in November. If this 
prediction turns out to be correct, the 
seasonal expansion, coupled with pre- 
holiday activity should make the cur- 
rent month a better month than usual 
from a sales standpoint. 


ACTIVE GOODS 


During the past week fall lines have 
been in better demand than at any 
previous time this season. Retailers 


MEMPHIS 


(Memphis Correspondent of Hardware 
Age) 
Mempuis, Nov. 3. 

ENERAL trade with local hard- 

ware jobbers is reported to be 

better. Quite a change in the 
temperature has stimulated the move- 
ment of stoves and fireplace acces- 
sories. At the same time the weather 
has remained fair and farmers are en- 
joying a prolonged harvesting season 
and are benefiting greatly in the grade 
and color of cotton. Jobbers sales will 
undoubtedly improve with the advent 
of some real winter weather, but they 
appear to be satisfied with present 
trade activity, and are of the opinion 
that consumers generally are strength- 
ening their position and will be in bet- 
ter shape to purchase fall and winter 
goods later, than if it were forced on 
them now. 
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are being hard pressed in some in- 
stances to satisfy seasonal consumer 
needs, and the low state of retail stocks 
has forced dealers to order replenish- 
ments at more frequent intervals. Sev- 
eral suburban stores are featuring 
timely merchandise in special sales 
events with excellent results. Some of 
the most active items at the present 
time are: Household tools, combination 
screen doors, window ventilators, radia- 
tor air moisteners, radiator covers, coal 
hods, ash cans, ash can trucks, ash can 
sifters, furnace scoops, rubbish burn- 
ers, lawn rakes, fireplace fixtures, 
painting materials, weather strip, axes, 
crosscut saws, roasters and anti-freeze 
mixtures. 


CHRISTMAS LINES 


Holiday merchandise is in improved 
demand. Dealers have apparently made 
up their minds that buying for holiday 
requirements has been postponed until 
it might prove unwise to delay any 
longer. In most stores it is the custom 
to have special displays of Christmas 
goods on view by Nov. 15 in order to 
build up interest. Those dealers who 
have recently placed orders will have 
the goods in ample time to arrange 
such displays. Cutlery, electric appli- 
ances, electric clocks, table silverware, 
oven glassware and many other hard- 
ware lines are expected to be in good 
demand, as it is believed that most 
people will be seeking gifts of utility. 
rather than presents of the luxury and 
strictly ornamental type. 





Future 


IN DEMAND 


The merchandise movement now 
covers such merchandise as_ stoves, 
ranges and heaters of the coal variety 
and heaters for natural gas, the sale of 
which is becoming more general as 
gas lines are laid in new territory. It 
is the experience of jobbers that when 
gas is run into any town, sales in that 
town turn at once to gas equipment 
and on this basis sales are now very 
evenly divided between gas and coal in 
this section, and gas is steadily mov- 
ing forward. 


FUTURE ORDERS 


The increase in bookings of such 
goods as plow lines, rope, plow handles, 
bank bands, collars, bridles, collar pads 
and other spring farm equipment ex- 
cept implements, is very perceptible, 
and jobbers are very enthusiastic as 






October Was Fairly Satisfactory Month; 
Peak of Seasonal Activity in Offing 


Christmas electrical decorations are 
available in greater variety than ever 
before, and the early demand presages 
a brisk business in this line. Toys are 
in fair demand, and toy distributors 
declare that an increasing number of 
hardware stores in this district are 
adding a complete line of toys for the 
Christmas season as a source of addi- 
tional revenue. One of the leading 
local hardware jobbers has arranged a 
special display of toys and other holi- 
day lines for the inspection of dealers. 
Playthings designed to retail in a $1 
to $5 price range are expected to be 
most popular this year, and wheel 
goods, educational toys, electric trains 
and well-made “pull” toys will be fa- 
vored, from all indications. 


PRICE SITUATION 


With the surplus stocks of most man- 
ufacturers now apparently liquidated, 
the price situation has a more satis- 
factory character. Manufacturers are 
currently offering fewer concessions, 
and have announced no important price 
revisions. There ‘is also a_ tendency 
among jobbers to refrain from price 
shading on some of the more competi- 
tive lines. Quotations on bolts and nuts 
are easier. 


COLLECTIONS 


The credit situation is deemed fairly 
satisfactory. Collections are holding up 
well with their recent average, although 
they have failed to show any improve- 
ment. 


Jobbers Report Improved Business; 


Orders 


Show 


they take it as an indication that deal- 
ers are looking forward to a very much 
better volume of trade in the spring of 
*32 than was experienced in ’31. Im- 
plements are not in demand, so far, 
for later shipment, and it is merely a 
guess as to whether there will be more 
or less plows and other implements 
sold in ’32 than in ’31. Some jobbers 
predict that it will be another repair 
year, while others say that because of 
such a decided repair year in ’31 that 
32 will bring a much larger volume: 
of implements. Whatever else may be 
said, it is very clear that dealers are 
in a much better frame of mind, as is 
evidenced in jobbers’ reports of their 
willingness to purchase. 


COLLECTIONS SPOTTY 


Jobbers collection and credit depart- 
ments report good days and bad ones, 


Increase 


HARDWARE AGE 














and no one seems to know any reason 
for it. Collections as a whole, however, 
are reported as holding up better than 
could be expected. 


THE PRICE TREND 


The general stability of prices of 
basic material is reflected down the 


BOSTON 


(Boston office of HARDWARE AGE) 


Boston, Nov. 3. 


URING the closing days of 
D October there was an improve- 
ment in local shelf hardware 
wholesale sales. The improvement was 
slight and in no way changed the status 
of trade for the month as a whole. The 
trade, however, was encouraged by the 
better showing, and believes further 
gains in bookings will be recorded dur- 
ing November. Further, it is confi- 
dently felt that December business will 
be greater than generally anticipated. 
Active items at this time include: 
Stove pipe and elbows, heavy door 
hinges, stove bolts, drills, polishes, 
hacksaw blades, radiator paints, radio 
tubes, humidifiers, coal hods, roofing 
canvas and papers, wire brads, bits, 
mica, food choppers, carpet sweepers, 
automobile tires, lanterns, rat traps, 
night latches, ammunition, skillets, con- 
ductor pipe and window glass. 


TOYS ARE MOVING 


Toys, for the holiday trade, are be- 
ginning to move. Buying, however, has 





(Atlanta office of HARDWARE AGE) 
Atianta, Nov. 3. 
EASONAL temperatures have 
added stimulus to current hard- 
ware demand in this territory al- 
though the usual height of customary 
improvement experienced at this time 
of the year has failed to develop. The 
volume of business moved during Octo- 
ber is reported by hardware wholesal- 
ers as being about the same as that of 
September, but considerably under that 
of October, 1930. 


SEASONAL GOODS 


Cooler weather, of course, has 
created a somewhat heavier demand 
for stoves, stovepipe, hods, coal shov- 
els and stove accessories, while ship- 
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line in manufactured goods, and there 
have been few changes of consequence 
during the week. One change worthy 
of note is field and garden hoes, and 
other steel goods which show a gen- 
eral decline approximating 5 to 714 
per cent. 

We understand manufacturers have 





lacked the snap of former years at this 
time, an indication that the bulk of the 
retail trade will defer purchases as long 
as possible. 


FUTURE ORDERS 


A moderate interest is also shown 
in goods that will be required by the 
retailer next spring, but buying has 
been confined very largely to the more 
prosperous dealers. Garden tools have 
been the leaders in these futures. Of 
late, quite a little wire netting and 
fencing have been booked although 1932 
prices have not been named by the 
wholesale trade. Lawn accessories, no- 
ticeably certain kinds of rakes, also 
have figured in bookings of futures. 


CONSIDER WAGE CUT 


The New England hardware trade is 
considerably interested in the doings 
of a committee representing the Bos- 
ton Building Trades’ Council and the 
Building Trades’ Employers’ Associa- 
tion. This committee is discussing a vol- 








completed their ’32 schedules on im- 
plements, but jobbers so far have not 
announced their prices, explaining that 
there are practically no changes, and 
that dealers are not ready to consider 
purchasing. 

Leather goods prices are confirmed 
with practically no change. 


Wholesale Trade Gains Slightly ; 
Toys Are Beginning to Move 


untary wage cut, which the mechanics 
have been asked to accept for the pur- 
pose of starting new building projects 
which are tied up because of high labor 
costs. Parties involved are noted for 
not sanctioning wage reductions, and 
c rtain hardware interests feel no good 
will come from the committee’s work. 
On the other hand, it is believed that 
the mechanics realize that little build- 
ing will be done this winter or next 
spring unless some wake concession is 
made to offset, in part, at least, reduc- 
tions in the cost of raw building ma- 
terials. 


FEW PRICE CHANGES 


Few important price changes have 
been recorded the past fortnight. It is 
intimated that changes in fencing and 
gates are in the making, but when these 
changes will be announced is _prob- 
lematical. Many wholesale and retail 
hardware houses are still of the opinion 
that prices have not reached bottom, 
consequently there is a tendency to hold 
off on buying as long as possible. 


Some Improvement Is Noted; 


ments indicate a fair demand for roof- 
ing, fencing, bale ties, syrup cans, etc. 


FUTURE ORDERS 


Orders for future shipment have 
shown slight improvement and appar- 
ently dealers continue waiting for con 
sumer demarid to materialize before 
committing themselves. However, a few 
orders are being placed for agricul- 
tural implements, plows, plow gearing. 


WIRE PRODUCTS HIGHER 


Aside from reductions in price of 
automobile tires and tubes announced 
some time ago, prices have been rather 
stable. Steel wire, nails, etc., was ad- 
vanced $10 per ton by the mills re- 
cently, but there is no intimation from 


ATLANTA Fre Soc ree chanse 


manufacturers that there will be any 
drastic declines or advances in the 
immediate offing on other lines. Job- 
bers express belief that there will be 
very few downward revisions during 
the balance of this year, although it is 
probable that certain kinds of mer- 
chandise will show downward trends 
around the first of the year. 


COLLECTIONS 


Collections have noted slight im- 
provement with hardware wholesalers. 
However, the inability of retailers to 
collect outstanding accounts from 
among their customers who have very 
little income due to unemployment has 
been quite a drawback and has ham- 
pered their operations to some extent. 
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(Chicago office of HARDWARE AGE) 
Cuicaco, Nov. 3. 


HILE it is too early for com- 
plete October trade statistics, 
and while the month has 


probably marked new low levels in the 
operation of many important indus- 
trials, there are some signs in the Chi- 
cago area that the downward trend has 
been checked. The most evident and 
general improvement has been in re- 
tail sales of personal and household 
supplies. Chicago department stores 
have noted a recent swing toward 
quality demand, in welcome contrast 
to the late insistence upon price, and 
price alone. While store advertise- 
ments and show windows still carry 
many items of purely bargain appeal, 
there is a growing preponderance of 
display of standard and _ seasonable 
merchandise at normally reduced pric- 
ing. Undoubtedly the disappearance 
of retail overstocks, as well as the ap- 
proach of the holiday demand, have in- 
fluenced this effort for saner and more 
resonably profitable retail marks-ups. 
An outstanding bit of favorable news 
was the recent announcement by one 
of the city’s larger department stores 
that it had added 600 employees to its 
payroll. The added number will be 
employed until after Christmas, and 
perhaps permanently. 


BUILDING STATUS 


Construction contracts in the Chi- 
cago territory amounted to $5,361,900 


TWIN CITIES 


trade center has shown a de- 
crease in dollar volume of business for 
the year up to the second week in Oc- 
tober of about 20 per cent, as against 
27 per cent for the entire country. In 
tonnage shipments we show a decrease 
of 27 per cent, against the national 
figure of 22 per cent. The latter may 
be accounted for by the decline of 
shipments of grain to the markets, as 
well as shipments of merchandise to 
the agricultural districts. The decline 


CCORDING to statistics compiled 
the Northwest served from this 


for the immediate territory around the 
Twin Cities is given at 18.7 per cent 
for Minnesota, the Dakotas and Mon- 
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CHICAGO 





during the first fifteen days of October, 
according to the latest Dodge statistics. 
Nonresidential building covered $2,- 
450,900 of this total; residential build- 
ing covered $1,811,100, and public 
works and utilities $1,099,900. This 
territory includes Indiana, Iowa, north- 
ern Illinois, and eastern and southern 
Wisconsin. 
During the third 1931 quarter this 
area showed a contract loss of 18 per 
cent, as contrasted with the same pe- 
riod of 1930. Although disappointing, 
this was still a favorable comparison 
with the country as a whole, where the 
loss was 26 per cent. A gain in the 
Chicago territory of 34 per cent in 
nonresidential building for the quarter 
did much to offset the losses recorded 
for residential and engineering projects. 


MARKET NEWS 


The trade has been surprised by an 
unusually early announcement of Bin- 
der Twine prices for the 1932 season, 
by the International Harvester Com- 
pany. There is a drop of 2% cents 
per pound from the opening prices of 
the past season—a cut intended evi- 
dently to discourage the price-shading 
usually indulged in during previous 
seasons, by state prison shops, and by 
other small operators offering low 
quality twine. 

The steadiness of mill prices on 
nails and wire continues in all mar- 
kets, and has had the effect of advanc- 
ing prices to the trade at many cen- 





tana and 11.4 per cent for Wisconsin 
and Iowa. 


SOME GAINS SHOWN 


Even with all of these decreases, 
there are other factors for the North- 
west that show increases. The sale of 
gasoline, for instance, has been greater 
this year than last. Building permits 
for the two cities show an increase for 
the year, over those of last year. Min- 
neapolis shows but a small increase, 
but St. Paul shows a very nice margin 
of gain. 


FARM PRODUCTS 


September saw a substantial increase 
in butter fat and poultry prices, and 





Retail Improvement Seen; 
Building Has Fair Average 


ters, because of the withdrawal of 
previously prevalent price cuts. An 
average upturn of about 10 cents per 
100 lb. has now been felt wherever quo- 
tations had weakened during the sum- 


mer. 

The sale of .22 caliber bolt action 
single shot rifles has been larger this 
year than ever before, a result of the 
introduction of several new models. 
Those brought out by Winchester and 
Remington“ are very active at present, 
and the still newer Savage Model 3 
and Hamilton Model 47 rifles are also 
starting to sell freely. 

Prices on electrical sockets, switches 
and similar wiring devices are very 
firm, with rumors of an advance. 
Household electrical appliances and 
utensils, also flashlights are moving in 
better volume. Electric mixers espe- 
cially are having a largely increased 
vogue. 

Table and shelf oil cloth have been 
reduced in price by some makers, and 
sales are good at this season. Wash- 
boards of certain makes have also de- 
clined. There seems still to be a steady 
call for them, despite the growth of 
washing machine sales. 

A price drop is reported on gold and 
aluminum paint to the extent of 744 
to 10 per cent. Shellac is down an- 
other 10 cents per gallon, and inquiries 
are freely coming in for immediate or 
January 1 deliveries. Shellac is a 
staple paint department item which 
seems a safe “buy” at present figures. 


Local Trade Better Than Average; 
Slight Improvement Is Reported 


October continued the strong market 
in these important commodities. 

In the matter of live stock, there 
has been a heavy movement to market, 
but by far a heavier one from regions 
where the feed was poor to other re- 
gions where crops showed better re- 
sults. 


SEASONAL LINES 


Late fall and winter merchandise is 
occupying the attention of the jobbers 
at the present time. Snow goods, such 
as snow shovels and pushers, and side- 
walk cleaners, are being shipped out 
to the dealers, but with the first snow 
still to come in this immediate territory, 
at this writing, there is no retail de- 
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mand. Items which promote winter 
sports are being shipped out of job- 
bers’ warehouses to some extent, but 
the movement is not heavy so far, as 
dealers prefer to order light, and re- 
order as the need arises. Future orders 
in these lines are lighter than in pre- 
vious years. The demand for hunting 
supplies has suffered materially this 
year, due to the mild and pleasant 
weather. 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 

PittspurcH, Nov. 3. 
NSEASONABLY warm weather 
has had a depressing effect upon 
the hardware business in this 
district during the past month, and 
jobbers have found aggregate sales 
rather disappointing. A sharp drop in 
temperature would undoubtedly stimu- 
late sales to a considerable extent, and 
probably bring a rush of orders which 
jobbers would have difficulty in meet- 
ing. Retailers generally have bought 
goods only for immediate needs, and 
few of them are well stocked with coal 
hods and shovels, stoves, ventilators and 
other products which would enjoy a 
stronger demand if weather conditions 

warranted. 


AMMUNITION | 


Ammunition is very active, with the 
hunting season on the more common 
kinds of game now in progress. As 
usual factories are behind in their ship- 
ments on a number of products, and 
some kinds of firearms are very scarce. 
The price situation on ammunition has 


CINCINNAT 


(Cincinnati office of HARDWARE AGE) 
Crncinnatl, Nov. 3. 
EATHER conditions continue 
to retard activity in the dis- 
trict hardware market. Local 
jobbers report that business volume for 
October was about the same as Sep- 
tember. The moderate temperature, so 
far, has held back the usual seasonal 
improvement of demand. 


FALL GOODS SLOW 


This seasonal activity, however, has 
been adversely affected by the absence 
of weather stimulus. Some fall goods 


are moving, but the sales are below ex- 
pectations. 


On the other hand, there 
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IMPROVEMENT SEEN 


Inquiry among the local jobbing 
houses brings the general reply that 
business seems to be improving slightly 
and that in no particular lines, the im- 
provment seemingly being general. It 
is felt also that the attitude of the gen- 
eral public is gradually turning toward 
a more optimistic frame of mind, and 
that, therefore, sales will gradually be- 
gin to show the long wished-for upward 
turn. Taken as a whole, the Northwest 





strengthened considerably in the last 
few weeks, and many low quotations 
which have been made by jobbers in 
various parts of the country have been 
withdrawn. With aggregate movement 
of shells comparing favorably with last 
year, there is every reason to believe 
that the season will be rather satis- 
factory. 


NAILS ADVANCE 


Few important price changes are re- 
ported in this district. Effective Nov. 
1 leading jobbers have advanced their 
quotations on nails to $2.25 a keg, with 
barbed wire and other merchant wire 
products higher in accordance. Bolts 
and nuts are still very weak, largely 
reflecting the soft market of manufac- 
turers. Prices on painting ingredients 
are unchanged. 


INDUSTRIES 


The last week of October brought 
some improvement in basic industrial 
conditions. Steel ingot production in 
the Pittsburgh district rose slightly for 
the first time in more than a month, 





has been a fair demand for anti-freeze 
mixtures and Christmas tree light sets. 


RETAIL TRADE 


Retail business is reflecting the same 
picture as wholesale demand. Con- 
sumers are not showing the usual in- 
terest in hardware articles, although 
hardware retailers are receiving their 
share of current business. Other busi- 
ness markets in the district are without 
noticeable feature, although business 
executives continue to express optim- 
ism toward the future. The feeling ap- 
pears to be general that some change 
is imminent since business, according 
to the opinion, cannot become worse. 


Weather Retards 


Credit Situation Remains: Unchanged 


is in fair condition, and in comparison 
with the entire country, in a very favor- 
able position to make a prompt come- 
back in the coming year. 


PRICE TRENDS 


Prices still show a tendency to re- 
main firm, and there are no changes to 
report this week. Collections are un- 
changed in general tenor, with the re- 
sults of collection departments averag- 
ing up well for this season. 


Colder Weather Is Needed; 


Ammunition Is Very Active 


and is now nearer 30 per cent than 25 
per cent, where it stood for the greater 
part of October. 

The glass industry is unchanged, 
with some seasonal acceleration but is 
still rather depressed, particularly in 
the type of material going to the auto- 
mobile industry. However, gains are 
expected in this line. Flat glass is 
quiet, reflecting the depressed state of 
building activity in the country as a 
whole. 

Production of domestic coal has in- 
creased seasonably, but is still some- 
what behind expectations because of 
continued warm weather. A favorable 
factor in the market is the firmness of 
prices. Industrial and railroad coal 
are still very dull. Slack is somewhat 
of a drug on the market, and prices 
have declined sharply. 


COLLECTIONS 


Collections continue to lag, although 
it is believed that most of the banking 
difficulties in the district are now past, 
and some relief is expected as closed in- 
stitutions liquidate their deposits. 


Trade Activity; 


A slight increase in demand for 
sheets from automobile manufacturers 
during the last month was offset by the 
usual seasonal slackening in demand 
from the road construction field. Thus 
the net business volume has shown no 
fluctuation. Quotations have been re- 
markably steady and buyers’ resistance 
to prices has been absent. Production 
continues at about 40 per cent. 

Slight increases in unemployment in 
construction and manufacturing have 
been offset by decreases in service in- 
dustries. 

The credit situation is unchanged. 
Hardware jobbers have passed up some 
business rather than take chances. 
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F course the holiday sea- 
QO son is the best time of the 

entire year to sell mer- 
chandise. People seem to be in 
a spending mood at that season 
and when they are buying some- 
thing for a friend or relative and 
want it at that particular time 
they don’t ask so many ques- 
tions. 

Many merchants feel that on 
this account it is not necessary 
for them to push their sales as 
hard as during duller times, 

They are wrong. 

“Make hay while the sun 
shines,” is an old and true say- 
ing that applies equally well to 
merchandising. Sell goods while 
the sun shines, push sales harder 
when sales are easier and do 
four months business in one. 

It is a time of year when the 
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Overhead ar- 
rangements such 
as shown here 
can be made very 
attractive but in 
making them be 
sure to have the 
price in plain 
bold figures and 
feature merchan- 
dise that is really 
appropriate for 
gifts. 





One of a series of articles 
by John H. Ganzer on 


Planning a Hardware 


Store for Profit. 


open display table can do the 
most for you, but displays must 
be in keeping with the season. 

Put out those items that are 
suitable for gifts, and if neces- 
sary, rearrange your stock every 
day to keep the fastest selling 
items up where people coming 
into the store can see them. 

If you go into a Woolworth 






Gifts 
44% 









Having a large as- 
sortment of items 
at one price on 
one table is a big 
help to the gift 
shopper who does 
not know just 
what to get and 
is looking for 
suggestions. 












store before Christmas you will 
find that complete departments 
have been moved to some other 
part of the store in order to allow 
for the display of Christmas 
cards, toys, and other holiday 
merchandise. 

Take one section of your store 
and put in a toy department that 
IS a toy department. Get all of 
your toys and field goods segre- 
gated in this section and be sure 
that every one of them has a 
good, plain price; and that every 
part of your store is well lighted. 

With this article we are show- 
ing sketches of two or three dif- 
ferent ways that you can put the 
gift appeal into what is ordi- 
narily common-place hardware 
store merchandise. 

As it gets nearer to Christmas 
there will be many people com- 
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Santa Craus Buy 


More in Your Store 





The most popu- 
lar prices for gift 
merchandise are 
under $5.00, but 
you should also 
have some higher 
than that amount 
and some under 
a dollar so that 
you can meet 
every class. 






ing into your store who would 
like to buy something for about 
a dollar or two dollars or three 
dollars, and in addition to the 
regular displays you should have 
some display counters that are 
fitted up with various kinds of 
merchandise at about the same 
price. 


Chain Store Tax Decision 
Will Encourage Similar 
Levies 

The recent refusal of the Supreme 
Court to grant a rehearing of its de- 
cision made earlier this year, in which 
the Indiana State law imposing gradu- 
ated taxes on chain stores was upheld, 
probably will result in increased ef- 
forts for additional taxes of this type 
on the part of other states, says the 
Standard Statistics Company, of New 
York, in a current survey, which con- 
tinues in part as follows: 

“Although these efforts will be vig- 
orously opposed by the chains through 
public education and possible court ac- 
tion, this step serves as a precedent 
which undoubtedly will permit the 
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Don’t Forget Major Items 


And while you are at it, take 
a washing machine and put some 
tissue paper around it and a red 
ribbon and possibly with the tag 
on it, “For Mother.” 

If you handle electric refrig- 
erators, do the same with them 
and ranges, and automobile tires 
and the larger automobile acces- 
sories. 

Make your store just bristle 
with the Christmas atmosphere 
and the larger your selection of 
items, the more business you are 
bound to get. 

It is past the first of November 
now and if you are going to make 
some money off of this idea, you 
are going to have to put it to work 
at once. 

Make this Christmas bring you 





passing of further legislation along the 
lines of the Indiana statute. 

“While additional taxation of this 
type is probable over the next year or 
two, we do not believe that such steps 
will seriously impair present merchan- 
dising methods or chain store earnings. 

“Other chain store taxation now 
pending before the Supreme Court, 
which will be heard at the current fall 
session, includes both the North Caro- 
lina and Mississippi statutes. These 
states have passed laws which are 
much more drastic than that of In- 
diana. The North Carolina statute pro- 
vides for a flat tax of $50 per unit, 
while that of Mississippi embodies a 
sales tax of ¥% of 1 per cent for all 
chains, compared with a similar tax 
of only 14 of 1 per cent for indepen- 
dent stores. In denying the petition for 
a rehearing of the Indiana tax ($25 


the biggest Christmas trade in 
the history of your store. 


In working out the idea sug- 
gested here you will find many 
suggest 


others that will them- 












This table con- 
sists of a false 
platform built 
right over the reg- 
ular table _ dis- 
plays. As soon as 
Christmas trade is 
over it can be 
easily stored away 
for use next year 
and the years to 
follow. 






selves, and the more of them you 
put to work for you, the bigger 
the returns. 


. 


per unit where 20 or more outlets ware 
operated), the Supreme Court empha- 
sized the fact that this levy was not 
considered cenfiscatory. Whether the 
legislation now before the court will 
be considered confiscatory is proble- 
matical. Until a definite decision on 
these cases is handed down, it is obvi- 
ously impossible to gage the full effect 
of possible tax legislation on the chain 
outlets. 

“In final analysis, however, any tax- 
ation burdens reasonably to be ex- 
pected will not be fully borne by the 
chains, but will be at least partially 
passed on to the ultimate consumer in 
the form of higher prices. Further- 
more, with costs spread in this manner 
it is improbable that consumer prices 
would be affected to a sufficient extent 
to handicap the present competitive po- 
sition of the chains.” 
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THANKSGIVING DINNER | 
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CUTLERY 














Carve Yourself a Slice of 


UTLERY 
comes 
into its 


own, especial- Ff 
ly at this sea- 


son.  Thanks- 7 


Wingy 

















giving and 
Christmas com- 
ing so close together, give the re- 
tail hardware merchant a real op- 
portunity for stressing this line of 
merchandise. 

We have arranged a window 
suggestion for the Thanksgiving 
appeal, which, if carried out well, 
should be a winner. 

Color plays -a very important 
part in this window. Here’s the 
reason! The season and the 
thought of roast turkey, pumpkin 
pie and hospitable warmth, all 
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suggest warm colors. So let us 
begin with our setting and back- 
ground. You are familiar with 
the method of reproducing the 
poster design. Simply enlarge 
the squares to the extent of your 
enlargement and map out the pic- 
ture as shown in the chart. It’s 
easy and accurate. Of course you 
will get the color of that turkey 
just right, not forgetting the white 
highlight along the breastbone, 
legs and wings. The circle may 
be black. The corn will take 
care of itself as far as blending 
with the rest is concerned, and 
the pumpkins will add a lively 
note of orange. A white picket 
fence will tie the parts together 
nicely. 

The price tickets should be un- 





pg 





iform in size and shape and we 
suggest pumpkin or turkey de- 
signs to give the effect of repeti- 
tion. A puritan maid might also 
be used. You can find a clipping 
in some magazine and make sim- 
ple tracings of them, coloring 
them also. In any event have your 
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A COMPLETE STOCK 
AT MOST ATTRACTIVE 
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price tickets carry some uniform 
design. 

This window will be -greatly 
enhanced by the shining new cut- 
lery: The -merchandise will 
stand out well and get its full 
share of attention. The central 
show card will be a simple sign 
writing job. 

The tool window is a unique 
idea and will be. well worth the 
effort to sample the items. 

The letters may be cut from 
compo board and covered. with 
green felt or other material. If 
they are green on an. orange 
background they will attract at- 
tention for a good distance. Aside 
from this point the tools sampled 
upon them will stand out in clear 
contrast. 
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An unusual window of rock garden plants and rocks, merchandise carried by the 

Jones Hardware Department Store, Lima, Ohio. This company has recently 

adopted the words “department store” in its title. Some years ago they added 
shrubbery and potted plants. to their stock and the rock garden recently. 
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Windows that Go Gunning for Business 


HESE win- 
dows certain- 
ly speak for 


themselves. But you 
want to know where 
they are from: 
The top window 
“on this page comes 
from the Mabie- 
Lowrie Hardware 
— Co., Roswell, New 
EANBORE Mexico. Bottom of 
= this page shows a 
window from the 
Nelson Hardware 
Co., Roanoke, Va. 
This window was 
put in by Sage and 
Regley. 
Both the windows 
on page 4] are from 
Bentley Hardware 
Co., Kinsley, Kan. 
Hunting season is 
your chance _ to 
stress your store’s 
appeal to sports- 
men. 
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HARDWARE AGE 
ADVERTISING 


SERVICE 
FOR THE 
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HARDWARE AGE 
ADVERTISING FEATURE 


By Samuel Kalp 








NN1 


Uncle John Says: 


A man is very foolish to ne- 
glect any longer the putting 
of his home in shape for win- 
ter. Freezing cold weather 
is just around the corner. 
You'll find everything you 
need in the way of plumbing, 
repairs, weather stripping, 
hinges and door hardware at 
(store name). The best qual- 
ity at rockbottom prices that 
are bound to save you money. 


(List Items 
With Prices) 


YOUR STORE NAME 











You'll find 
The Horn 


of 





At Store Name 


Plenty of everything that you 
need in the way of hardware 
and home furnishings at 
prices that are a revelation. 
Excellent quality high grade 
merchandise at the lowest 
prices we’ve seen for such 
good things. Come in and see 
for yourself. 


(List Items 
with Prices) 


YOUR STORE NAME 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing-the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, 
inclosing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 





We'll Furnish Everything 
But the Turkey for a 
Joyful Thanksgiving” 


There are so many household things 
you need to get ready for Thanks- 
giving—cooking utensils, extra dishes 
—glassware and these wonderful mod- 
ern electrical things to help prepare 
your dinner—you’ll find them all at 
(store name) at prices that are 
bound to save you money. It pays to 
buy good housewares. NN3 





. (List Thanksgiving Needs 
with Prices) 


YOUR STORA NARS 
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Advertise Thanksgiving Needs 
Early to Get Best Results 
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Here are a few of them—everyone a super-bargain. 
Values that will be talked about for weeks—all perfect 
merchandise and all of a high quality that is bound to 
give you long wear and satisfaction. The prices speak 


for themselves—many more specials await you through- 
out the store—Don’t fail to share these savings. 





STORE NAME 


Prices at our store are down 
to rockbottom—the lowest in 
14 years for such high grade 
things. We’ve kept in step 
with the downward trend in 
raw and manufacturing ma- 
terial costs and have lowered 
our prices accordingly on 
your needs. It will pay you 
to come in and see for your- 





NN6 
Gas Heaters 





NNS 


Oil Stove 
$0.00 


An Oil Heater of the 
better kind gives an 
amazing amount of heat 
for its size and_ the 
amount of common kero- 
sene it burns. Size— 
Tank holds — _ gals. 
Finish—. 








ema 
NN8 


Clothes 
Hamper 


$0.00 


A metal clothes hamper 
that is sure to please— 
very serviceable—enamel 
finish in lovely harmoniz- 
ing colors. Size—colors 


$0.00 NN7 self, 


Very attractive gas Radi- 
ant Heaters in a variety 
of styles and finishes— 
top and legs of solid 
cast iron—fire clay, heat 
distribution radiants give 
even heat. Size—. No. 
Radiants—. 





NN9 
Butchering 
Sets 


$0.00 


Made of hand forged car- 
bon steel with brass riv- 
eted handles, The lowest 
price we've seen for a 
set of such high quality, 





NN11 





Glass Butter 
Churn 


$0.00 


Makes butter in just 
about half the time! 
Jar of heavy flint glass 
with round corners—4 
blade maple dasher—easy 
running gears—Size—. 








NN10 


Dishpans 
00c. 


Here’s a real special on 
dishpans—FExcellent qual- 
ity—deep, seamless 
bodies, wide rolled rims. 
and well riveted handles. 
Buy one of these at this 
low price. 


32 Pc. Set 


CHINAWARE 
$().00 


Lovely ivory colored dinnérwear sets in a 
variety of designs and colors—made of the 
best selected American China, these sets are 
of unusually fine quality—A wonderful bar- 
gain at this Price. 


(List Items 
With Prices) 


YOUR STORE NAME 
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NN13 


New Things for Your 
Home-at Old Time 
Prices 


Just like “Old Times,” when 
you walk in (store name) 
and see the same high grade 
things that have been keep- 
ing our customers happy and 
satisfied for years, at prices 
that they were accustomed to 
pay before the war, you'll be 
surprised how far your 
money will go in buying new 
things for your home here. 


(List Home Needs 
With Prices) 






NAME YOUR STORE NAME 


STORE 


YOUR 
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Executive News of 
Changes, Meet- Retailers 
ings, Current Jobbers 
Events in the and 
“— of the Manufacturers 



























HARDWARE AGE FOR NOVEMBER 5, 1931 














| 
NORGE CORP. ACQUIRES | 
ALASKA CABINET PLANT | 


Distributors of Norge electric | 
refrigerators, made by Norge 
Corp., Detroit, Mich., met at a 
convention held at French Lick, 
Ind., Oct. 12, 13 and 14. At the 
convention it was announced 
that the Norge organization had 
acquired the Alaska Refrigerator | 
Co., Muskegon, Mich., which 
had been making cabinets for | 
Norge refrigerators. The Alaska 
plant, which will now be devoted 
entirely to production for Norge. 
has 400,000 sq. ft. of floor space. 
Compressors will be made in De- | 
troit, as before and assembly of 
complete units will be handled 
in Muskegon. 

John H. Knapp, vice-president | 
in charge of sales outlined plans 
for 1932, while Howard E 
Blood, president of the organi- 
zation spoke on the company’s 
products. C. D. Donaven, as- 
sistant general manager, H. L. 
Spencer, factory manager, and 
I. H. Reindel, service manager, 
also spoke, on the same subject. 
Harry W. Terry, Cramer-Krasselt 
Advertising Agency discussed 
1932 advertising plans. V. K. 
Tremblett talked on “Kitchen 
Savings” and F. Aumueller of 
the agency showed exhibits of 
advertising campaigns. 

Entertainment features 
arranged for. 








were 





BALDWIN, NORTHWES’RN 
BARB WIRE CO. AGENT 


The Northwestern Barb Wire 
Company, Sterling, TIll.. an- 


nounces the appointment of Law- 
rence J. Baldwin as a representa- 
tive for the Southwest territory. 
Mr. Baldwin, who was formerly 
with the American Wire Fabrics 
Corp., New York City, in this 
territory, will cover the entire 
line, which includes bale ties, 
fencing and wire netting. 


BURKE & McCOWAN BALL 
TEAM NOW CHAMPION 


The baseball team represent- 
ing The Burke & McCowen hard- 
ware store, White Plains, N. Y., 
recently completed its season. It 
won the White Plains twilight 
league championship as well as 
the Westchester County cham- 
pionship, having beaten every 





semi-pro team in the county. 


Cc. W. CURTISS, PRES., 
WATERBURY CLOCK CO. 

C. W. Curtiss, South Orange, 
N. J., was recently elected presi- 
dent and general manager of the 
Waterbury Clock Co., Water- 
bury, Conn., succeeding former 





president Irving H. Chase. Mr. 

Cc. W. CURTISS 
Chase is now chairman of the 
board and William H. White, 
Waterbury, is treasurer, Mr. 
Chase, who is also a member of 
the executive committee, has 
been with the company for more 
than fifty years, having been 
president of the organization for 
20 years. 


For seventeen years Mr. Cur- 
tiss was associated with the late 
John Alvord, Torrington, Conn., 
having held responsible positions 
with the Splitdorf Electric Co. 
and other organizations. Later 
he was with John Willys at To- 
ledo, specializing on speedome- 
ters, 


HARRY W. HOUCK JOINS 
KOLSTER RADIO CORP. 
Harry W. Houck is now as- 

sistant chief engineer of Kolster 

Radio Corp., Newark, N. J. He 

was associated with the develop- 

ment of what is believed to have 
been the original superhetero- 
dyne circuit as developed in the 

Research and Inspection Divi- 

sion laboratories of the U. S. 

Signal Corps in Paris, France. 

during the World War. He has 

been granted numerous patents 
on radio inventions. 

Previous to his connection with 
the Kolster company he was for 
ten years with the Dubilier Con- 
denser Corp. and _ predecessor. 





having been chief engineer at the 


organization, 


NAGEL HARDWARE NOW 
IN LARGER QUARTERS 


Nagel hardware store, former- 
ly at 842 Fifteenth Avenue, East 
Moline, IIl., has moved to 914 Fif- 
teenth Street, in the same city. 
The new store is larger than the 
former quarters. It has_ steel 
shelving and modern steel coun- 
ters and fixtures. 


HIALEAH HDW., GROCERY 
IN COOPERATIVE CHAIN 


The Hialeah Hardware & Gro- 
cery Co., 3301 East Fourth 
Street, Hialeah, Fla., recently 


group, a chain of stores inde 
pendently owned but operated on 
a cooperative basis, in advertising 
and purchasing activities. 


Pending approval of the 
United States District Court, the 
Western Cartridge Co., East Al- 
ton, Ill., will acquire the assets 
of the Winchester Repeating 
Arms. Co., Inc., New Haven, 
Conn., paying $3,000,000 in cash 
and $4,800,000 in Western Cart- 
ridge 6 per cent preferred cumu- 
lative stock. And, in addition, 
will pay $300,000 toward the ex- 


penses of the Winchester e- 
ceivership and reorganization. 
Under this plan holders of 
Winchester first mortgage 714 
per cent bonds will receive for 


each $100 principal amount, $50 
in cash and $28 par amount of 
Western Cartridge preferred. 
Holders of Winchester 61% per 
cent debentures and other unse- 
cured claims will receive for each 
$100 principal’ amount approxi- 
mately $38 par value of the pre- 
ferred stock. 

News that Western Cartridge 
Co. had offered a bid satisfactory 
to Winchester creditors and a 
majority of bondholders was re- 
ported in Harpware AcE last 
week. At that time details of the 
offer were not available. As 
|; stated then approval of the 
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joined the Better Food Stores | 


time of his resignation from that | 


| 


| 


TRUPAR PLANS TO 
DOUBLE PRODUCTION 


Trupar Mfg. Co., Dayton, 
Ohio, according to an announce- 
ment of H. J. Hunt, president of 
the company, made at the May- 
flower refrigeration wholesale 
distributors conference in that 
city, on Oct. 16 and 17 will 
double its output and add a fac- 
tory annex. At the same ses- 
sions L. G. Lindsay, vice-presi- 
dent, in charge of sales outlined 


| sales policies for 1932. Follow- 


ing a discussion of plans the job- 
bers went on an automobile tour 
of Dayton. 

Other features included a dem- 
onstration, “Scientific Curiosi- 
ties,” by F. C. Deiler, vice-presi- 
dent in charge of engineering, a 
visit to the Wright Air Field and 
a banquet, attended by mem- 
bers of the organization, public 
officials and business men of the 


lefty. 


Western Cartridge to Pay $3,000,000 in Cash 
$4,800,000 in Bonds for Winchester 
Assets—Court Approval Pending 








United States District Court is 
required before the transaction 
can be completed. It is likely 
that the court’s decision will be 
favorable and officially announced 


at an early date. 


STENSGAARD, ADV. MGR., 
AMER. ASPHALT PAINT 


Grover M. Hermann, president, 
American Asphalt Paint Co., Chi- 
cago, Ill., announces the ap- 
pointment of W. L. Stensgaard as 
advertising and merchandising 
manager of his company. Until 
early this year Mr. Stensgaard 
was general sales and advertising 
manager of stores for Montgom- 
ery Ward & Co., Chicago, II]. He 
was with Ward for a period of 
three years and prior to that 


| time directed the dealer helps «li- 


vision of the Stewart-Warner Cor- 
poration. 

Mr. Stensgaard has served sev- 
eral terms as president of the In- 
ternational Association of Dis- 
playmen and has also been ac- 
tive in publicity and advertising 
organization affairs. 




















SMITH HARDWARE CO. HAS NEW STORE IN ATLANTA. 


Many Innovations Pro- 
vided in Peachtree St. 
home. Equipment by 
Duluth Showcase Co. 


The new store of the Smith 
Hardware Co., Atlanta, Ga., is 
located at 1032-4 Peachtree 
Street, in one of the city’s most 
prominent community centers, 
where the leading chain systems, 
including Woolworth and Kress, 
also have stores. This shopping 


center serves Atlanta’s well-to-do 


north side, on its most cele- 
brated thoroughfare, and is two 
miles from the center of the 
town. Thus situated, only tie 


most up-to-date business meth- 
ods are being relied upon to at- 
tract and hold the business of t! e 
neighborhood. Modern efficiency 
is being further bolstered by the 
application of 
business getting ideas. 

As an example, the store is a 
pioneer in Atlanta in using side- 
walk displays. This has been 
made possible by the fact that 
the owner of the property gave 
ten feet off his lot for the widen- 
ing of the street. The resulting 
space affords the store the use of 
a spacious set-back for tempting 
sidewalk displays, far more pleas- 
ing to the eye than those fre- 
quently observed obstructing the 


several unique 
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sidewalks in front of some re- 
tail establishments. As far as 
possible the space is devoted io 
seasonable displays, and at the 
present time features fireplace 
furnishings and timely house- 
wares. These are displayed on 
specially constructed racks and 





Exterior and Interior Views of the new Smith Store, 
Insets—Messrs. Smith & McGaughey. 


fixtures similar to those used in- | 


side the store. 

The outdoor idea will soon be 
amplified by a backyard play- 
ground, where swings and other 
play equipment holding a strong 
fascination for children, will 
both be displayed and demon- 
strated. During the mild an- 
tumn months and in the spring 
and summer, the firm plans to 


stress this attraction through 
every possible means. Through 


this medium, completely equipped 
with swings, benches and other 
playground apparatus, the store 
hopes to make every child in the 
neighborhood “Smith Hardware 
conscious.” 

It is also expected that this 
means for amusing youngsters 
will indirectly make a strong ap- 
peal to mothers and their chil- 
dren, as well as to servants and 
their charges and that trade will 
be stimulated thereby. Thus, in a 
novel manner, the store is prepar- 
ing to make an effective bid for 
feminine patronage and for the 
affection of children. Lloyd C. 
Smith, president, believes fem- 
inine good will and the friend- 
ship of children are the best 
mouth-to-ear advertising medi- 
ums any hardware store can have 











and present plans are aimed io | 
have that ultimate effect. 

Mr. Smith has had _ twenty 
years’ experience in the hard- 
ware business and prior to found- 
ing the present store served as 
branch manager for the King | 
Hardware Co., Atlanta. 


in Atlanta. 
See layout in Col. 


J. W. McGaughey, secretary, 
has spent seven years in the hard- 
ware business in Atlanta, and for 
a period of eight years preceding 
was similarly engaged in Mon- 
roe, Ga. 

The new store, having many 
innovations and conveniences fot 
rapidly and efficie..tly serving its 
patrons, was planned by F. J. 
Sage, well known store engineer 
and _ merchandiser, and 
equipped with Duluth fixtures, 
constructed by the Duluth Show 
Case Co., Duluth, Minn. 


Ss 


TREND TOWARD MODERN 
GENERAL STORE 


According to the Retail Led- 


ger, only 42 per cent of the drug 
store sales in the United States 


actually represent drug business. 
The remaining 58 per cent is di- 
vided between cosmetics, candy, 
soda, lunch counter, tobacco and 





general merchandise. 

The druggist has found that | 
there is comparatively little profit | 
in the standard drug items which | 
every one expects the druggist to 


carry. The competition is great 


in such items, setting both the 
cost and selling prices. There- 
fore the druggist has branched 


| out and taken on lines outside of 


drug items, which pay him a 
profit. 

Hardware dealers are likewise 
taking on lines outside of hard- 
ware staples in order to bolster 
up their profits, but have been 
somewhat slower to widen their 


range of stock than have the 
druggists. Both stores indicate 


a trend toward varied stocks in 
what might almost be termed a 
modern general store, _ built 
around a backbone of specializa- 
tion on some certain trade. 


BRULEY SUGGESTS ANTI 
CANVASSERS SIGN 

The display of this or a sim- 
ilarly worded sign is suggested 
by Archie Bruley, 526 Folsom 
Street, San Francisco, Cal., rep- 
Atkins & Co., 
Inc., Indianapolis, Ind. It reads: 
“No Peddlers. This Home Pa- 
tronizers Local Independent Mer- 
chants Only. No Agents.” Mr. 
Bruley points out that at this 


resenting E. C. 


particular time there seems te 
heavy crop of 
house - to- house solicitors and 
they prove annoying to house- 
wives.” It is his opinion that 
hundreds of thousands of these 
signs would be put up in con- 
spicuous places on homes by peo- 
ple who would not buy the or- 
dinary sign sold for that pur- 
pose. 

As Mr. Bruley points out, the 
advertising of independent mer- 
chants has always been from the 
store to the home. He says: “If 
this idea would click that process 
would be reversed and the adver- 
tising would be from the home 
to the store.” 


be an “extra 
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IOWA STORE DOES 
BUSINESS IN TIN 
SHACK 


Bjornstads, of Spencer, have 
temporary quarters at loca- 
tion of new store 








The C. Ben Bjornstad Hard- 
ware Company and the Otto A. 
Bjornstad Drug Store are carry- 
ing on with the fire-born slogan 
“We Have Faith in Spencer.” 
They jointly occupy a temporary 
store building constructed of 
corrugated sheet steel and 
wooden timbers on the pavement 
at the busiest corner at Spencer, 
Iowa, and report “business as 
usual.” 

The unusual “tin store” is 120 
feet by 16 feet and cost $1,200. 
The hardware store occupies one- 
half the building and has about 
500 feet of shelving. The out- 
side window shelf -shutters are 
used for display purposes. Raft- 
ers are used for hanging lanterns, 
coffee boilers, tricycles and such. 
The drug store has a complete 
offering, including fountain ser- 
vice. 

Both firms are awaiting com- 
pletion of the new modern busi- 
ness block to replace the stores 
destroyed by the $2,000,000 con- 
flagration which swept Spencer's 
business district June 27, leav- 
ing four and one-half blocks in 
ruins. The fire started in the 
Bjornstad drug store when a 
frightened boy dropped a lighted 
punk stick into a fireworks dis- 
play. Practically everything in 
the path of the flames was a total 
loss. 


How Elmira Merchant 
Thanks Patrons 


It is interesting to meet the 
successful owner of a hardware 
store and have him tell you how 
much he believes in “little 
things,” the contributory forces 
which are the builders of good 
will and business prestige. 

Every order received by Wil- 
liam J. Coyle, Coyle Hardware 
Co., Elmira, N. Y., is duly ac- 
knowledged and in a friendly, 





ACKNOWLEDGMENT 


Your Order No. for 

has been entered 
as per instructions, and 
will have our best at- 
tention. Please be as- 
sured of our apprecia- 
tion of your courtesy 
in favoring us. 


Coyle Hardware Co. 
145 Main St. 
Elmira, N. Y. 











This courteous acknowledgment of 
the hardware order costs little, but 
pays fine dividends in good will. 
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TWIN TIN WINS—The Bjornstad Hardware Co. and the Bjornstad Drug store jointly 
occupy a “tin store’”’ at Spencer, Iowa, while awaiting completion of a new business block. 
The firms were among eighty-odd completely destroyed by fire June 27. 





Bjornstad (pronounced Burn- 
sted) is a pioneer Spencer name, 
so the three brothers led the way 
in reconstruction. The fire 
started at about 3.30 o’clock Sat- 
urday afternoon. The drug store 
was first. The hardware store, 
two doors north, followed within 
fifteen minutes. 

Monday morning construction 
of the “tin store” began. The 
city council authorized its con- 
struction on the pavement of a 
wide street without rent obliga- 
tions. Built on the street, the 
floor is level with the adjoining 
sidewalk. It has six entrances. 

Tuesday morning a truck load 
of hardware arrived from Sioux 
City and business began imme- 
diately in a lumber yard store 
room, Thursday morning, four 
business days after the fire, busi- 


ness was resumed in the “tin 
store.” 

The hardware stock is com- 
plete, although space permits 





only about one-fourth the regu- 
lar quantity. The entire sales 
force was retained. Forty-eight 
hour service is guaranteed on 
articles not in stock. 

Construction is now under way 
on the Bjornstad block, which 
will house both firms. The new 
hardware store will have approxi- 
mately 4224 square feet of space 
in the show room, which in itself 
will be arranged for utmost con- 
venience in serving the public. 
The basement will have some 
5664 square feet for storage and 
the tin and plumbing shop. When 
completed, it will be one of the 
finest and most modern _hard- 
ware stores in the Middle West. 

The C. Ben Bjornstad Hard- 
ware Co. is a corporation, with 
C. Ben Bjornstad, A. E, Bjorn- 
stad and O. R. Kenyon principal 
stockholders. They purchased 
the business some nineteen years 
ago from the Marsch-Cure com- 
pany, who established it in about 
1871. 








rather than business, way. Every 
package delivered carries a slip 
carefully worded and expressive 
of gratitude. All this manifests 
the eagerness of the Coyle firm 
to hold close to its customer 
friendships. The little cards which 
are tucked into the bundles 
and boxes, although of small di- 
mensions, give support to the 
fact that the little things in busi- 
ness can be made to make a siza- 
ble pile. 


W. R. MURRAY DIES; 
BUILDERS’ HDWE. MAN 


Wilbur R. Murray died Oct. 22 
at the home of relatives in Frank- 
lin, Tenn., following an illness of 
several months. For sixteen 
years he represented Yale & 
Towne Mfg. Co. in the South 
and during the past two years 
represented McKinney Mfg. Co.. 
Pittsburgh, Pa. Mr. Murray had 
resided in Atlanta, Ga., for the 





past five years. 





COURT DECLARES 
ANTI UTILITIES SALES 
LAW CONSTITUTIONAL 
A wire, dated Oct. 28, has been 

received by Harpware AcE from 
Charles B. Shaeffer, president, 
Bunting Hardware Co., Kansas 
City, Mo., in reference to the law 
prohibiting public utilities com- 
panies in Missouri from mer- 
chandising. It reads: “The law 
making it unlawful for public 
utilities to merchandise declared 
unconstitutional today by Judge 
Otis E. Hungate of Shawnee 
County District Court in test suit 
by City Service Companies.” 





TRAYWAY OPENS SALES 

BRANCH IN SEATTLE 
The Trayway Washing Ma- 
chine Co., San Francisco, Cal., 
has opened the first of a pro- 
posed series of Northwest agen- 
cies in Seattle, Wash. The 
Seattle branch, managed by H. J. 
Siegler, is located at 1610 West- 
lake Avenue. 


SCHOOL TEACHERS ENTER BUSINESS 


Under the name of Lloyd & 
Jamison Hardware Co. two for- 
mer school teachers are hardware 
retailers in Harlan, Iowa. Fo!- 
lowing the close of school in 
June, 1930, they bought the store 
of Hanson & Hanson, after hay- 
ing engaged the services of men 
acquainted with hardware store 
inventories. L. S. Jamison was a 
history instructor, while Tom K. 
Lloyd was athletic coach in Har- 
lan schools. 

Both partners are now enthu- 























siastic about hardware retailing. 
Mr. Jamison said: “At first it 
was hard for us. There are so 
many items of merchandise in a 
hardware store, and sometimes 
it would take me 15 minutes to 
locate an item when a customer 
came in and asked for it. Of 
course we kept an employee 
here, an experienced hardware 
man, and he was a great help to 
us in getting under way.” 

Mr. Lloyd found that his time 
spent as coach helps their trade 
in sporting goods. “It appears 
that the younger element, the 
boys who were under my coach- 
ing, rather like to come here to 
buy their sporting goods. They 
rather look to me for opinion on 
some of the articles of merchan- 
dise in sporting goods equip- 
ment.” 

The former coach does the 
window trimming and makes out 
fairly well at it. 
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A GOOD CARTRIDGE FOR A BAD MAN 


The New Kleanbore .38-44. S. & W. Special Hi-Speed Cartridge 


OR police work Remington has just introduced a new 

cartridge that is superior to anything on the market. 
It puts the policeman in a far better position to cope with 
the bandits and racketeers of today. It drives its 158-grain 
metal capped bullet at 1100-foot seconds velocity—20% 
faster than the old lead bullet. It gives 60% greater 
penetration, and is 63% more powerful. Has flatter 
trajectory and increased accuracy—makes 2-inch groups 
at 50 yards and 5-inch groups at 100 yards. 

The bullet is so designed that only the lead part comes 
in contact with the barrel, thus providing a perfect gas 
check and reducing wear. The latest Kleanbore primer 
gives snappy ignition and keeps the barrel free from rust 
and pitting. 

Police departments will find this new cartridge decidedly 
effective in piercing automobile bodies or other obstruc- 





| 
The Greatest Value Ever Offered— 


The Remington Standard American ‘Dollar Pocket Knife 








tions, and its greater range and accuracy are equally 
valuable in stopping desperate criminals. 

Especially adapted to the new .38-44 S. & W. Special 
Revolver, also the new Colt Shooting Master, and safe to 
use in other revolvers of these makes. It’s not necessary 
to buy a new revolver to get the benefit of this improved 
cartridge. 

Go after the business of your local police department. 
Even where the police force is one man who doesn't use 
his revolver once a year on active duty, that one man should 
use more revolver ammunition than anyone in town. If 
he doesn’t practice regularly, the taxpayers aren’t getting 
the kind of protection they’re paying for. A force of very 
moderate size uses up a lot of ammunition every year if 
they practice as they should. 

Ask your jobber for Kleanbore .38-44 S. & W. Special 
Hi-Speed Cartridges in the green box. Don’t submit to 


substitutions. 
6 


President 


REMINGTON ARMS COMPANY, Inc 


Originators of Kleanbore Ammunition 


95 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1931 R. A. Co. 
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HEN a prospective customer asks to see a 

pocket knife at the store of the Keith-Sim- 

mons Company, Nashville, Tenn., he is con- 

ducted to a cutlery department which occupies a 

complete section to itself. Here he finds a modern 

floor case in which the individual pocket knives are 

mounted on removable panels. Each panel is 

equipped with a glass knob which is used as a handle 
for quickly and easily removing the panels. 

But here the system differs from that of many 

hardware merchants. The knives are attached to 

the panels with clips, and beneath each knife is a 


button on which is marked the stock number and 


How Nashville Retailer Merchandises Pocket Knives 





the price in plain figures. The stock is kept in 
drawers beneath the panels. 

When the prospect has been conducted to the 
knife case, a panel is immediately brought out for 
his inspection; if he doesn’t find his choice of knives 
on that panel others are brought out. The particu- 
lar knife which he favors is then removed from the 
clip and handed to him for examination. If he 
buys, he is given the sample at which he has been 
looking. In other words, he gets the actual knife 
he has examined. After the sale is made the sales- 
man puts a new sample on the panel before replac- 
ing it in the case. This obviates shop-worn samples 
and satisfies the customer. 








A Window 
Display Devoted 
to Catlery 


This window, devoted 
entirely to the display of 
cutlery was used by the 
Nelson Hardware Co., 
Roanoke, Va. It was 
trimmed by Messrs. Sage 
and Regley. It shows a 
complete line and its well 
balanced and appealing 
arrangement makes it a 
good model for other 
hardware stores to follow. 


- 





Electro-Shave 
Safety Razor 


The “Electro-Shave” 
safety razor has a 
blade which vibrates 
from side to side 
about the width of 
three hairs at the 
rate of approximate- 
ly 120 vibrations a 
minute, says the 
maker. Razor is op- 
erated by guiding it 
lightly with a long 
sweeping motion. It 
is said to massage as 
it shaves. Metal parts which come in contact with the face 
are not connected to the current wire. It is waterproof and 
rustproof, says the maker. When electricity is not available 
the “Electro-Shave” razor may be used as a hand shaver. 
Outfit consists of razor, five razor blades, and connecting cord 
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with wall plug. It is packed in red bookbinding material 
outside and inside of old gold. There are two finishes, satin 
nickel and satin gold. Blades are available in packages of 
five and ten. Equipment is for use on 110-120 volt A. C., 
25, 30, 60 cycle current. The Electro-Shave Safety Razor Co., 
Grand Rapids, Mich., is the maker. 





Coldrink Cooler 


The Coldrink Cooler, offered by 
Hamburg Bros., 963 Liberty Ave., 
Pittsburgh, Pa., is of sheet steel heavily 
coated with vitreous enamel and chro- 
mium finish faucet. Its capacity is 
more than a gallon. It is for use in 
domestic model electric refrigerators 
of most makes and is designed to elimi- 
nate the bother of using pitchers, etc., 
for cooling of water. To obtain water, 
the faucet is turned down. It is turned 
off by pushing faucet back against the Coldrink. 
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Does a Good 


ERE is the completely equipped 
Cattaraugus Cutlery Department 
in the fast growing store of Schobee 


Bros. at Louisville, Ky. 


A nice increase in sales and a corre- 
sponding increase in profits: that was 
the result the first week the display 


was in. 


Cattaraugus Display Cases area part of 
our “Profit Building Sales Plan.” These 
cases are ready to move into your 
store at no cost to you. Or, if you have 


a special case in mind to match your 





CUTLERY COMPANY 
Little Valley, N. Y., U.S. A. 
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In these days when we talk of getting 
more turnover, more profit, more 
sales, you should have the story of 


how other dealers are making money 


in cutlery. 
Write us... let us know about your 
store ... and what you want to ac- 


complish. You will receive a complete 
and careful recommendation -.. not a 
guess... Fifty years experience in the 
cutlery business has taught us how 


you can make a profit. 


For Full Information . . 





Display Sell? 


other fixtures, we will build it for you. 


. Mail this Coupon... 





Cattaraugus Cutlery Co., 
Little Valley, N. Y., U.S. A. 


Gentlemen: 


of your Display Cases. 


Name 
Address __ 
Firm Name_ 











Please send me complete information on 
your ‘Profit Building Sales Plan” and details 
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Hardtem Safety 
Razor Blade 


The Heppenstall 
Co., Hatfield St. 
Pittsburgh, Pa., is 
now offering the 
Hardtem razor blade 
for safety razors, 
believed to be the 
first razor blade pro- 
duced and marketed 
by a steel manufacturer in this country. Suggested retail 
selling prices of the blades are 50c. for package of five and 
$1.00 for package of ten blades. 














Improved Segal 
uni-matic Razor 


The improved 
Segal uni- matic 
safety razor is en- 
tirely in one piece. 
It is operated by 
simply dropping the 
blade over the top 
and then locking the 
razor with a twist of the wrist. The razor with 10 Segal 
double-edge blades is made to retail for the suggested price 
of $1.00. In the improved model there is no shank move- 
ment. The previous model had to have its shank dropped 
about 2 in. when being opened for refilling. Segal Safety 
Razor Corp., division Segal Lock & Hardware Co., Inc., 270 
Broadway, New York City, is the maker. 








Remington Kleanblade Carving Sets 


The Cutlery Division of the Remington Arms Co., Bridge- 
port, Conn., has just announced’ Kleanblade Stainless Steel 
carving sets. The series consists of three-piece and two-piece 
sets. The three-piece set with 8-in. blades lists from $5.00 to 
$11.00 and is furnished in genuine natural stag, genuine dyed 
stag, genuine horn and Duremite. The latter being a com- 
position material furnished in various attractive colors, such 
as marble, ivory, jade green, which will not absorb stain, 
shrink or be affected by hot water in temperature below boil- 
ing point. In the stag sets only genuine stag is used. The 
two-piece sets have the same range of choice of finish and 
colors and are furnished in a 7-in. game set listing from 
$4.25 to $6.25, and a 51%-in. bird set listing from $3.50 to 
$5.50. All sets are furnished with Remington Kleanblade 
steel, ground, hardened and tempered to give satisfactory 
service. The forks, usually nickel plated, are stainless steel. 
All ferrules are either sterling silver or silver plated. Sets 











are packed in attractive gold tinted, brown leather finished 
paper covered display boxes, crepe lined, with an attractive 
price card for use by the dealer. 





Grath Adjustable 
Safety Razor 


The Grath adjustable 
safety razor has a hollow 
ground blade, said to be 
exactly like the blade in 
the straight razor, but 
shorter in length and put 
in a frame or guard. The 
maker, Grath Adjustable 
Safety Razor Co., 210 W. 

“3d St., Los Angeles, Cal., 
states that one blade, if 
taken care of, will last 
a lifetime, but that an extra blade is furnished. Razor 
and accessories are heavily chromium plated. Razor may 
be laid flat on the face, as there are no raised springs 
or cleats used, nor raised parts on the blade or frame. Set 
No. 1, listing at $7.50, has extra blade and handle for hand 
stropping and packing. Set is packed in wooden case. Set 
No. 2, listing at $10.00, contains razor and blade, extra blade 
and handle for stropping and honing and automatic stropper 
with leather strop. Dealer discount is 40 per cent. 








Ronson Razor 


The Ronson razor, made by Ronson 
Products, Inc., Aronson Sq., Newark, 
N. J., has a self-contained sharpening 
roller. Sharpening is accomplished by 
rolling the sharpening roller with the 
palm of the hand. Blade is removed 
for cleaning by turning lock-screw in 
top of blade holder, placing razor in 
downward position and blade and blade 
holder top drop off. Razor is finished 
in chromium and is packed in an at- 
tractive metal and leather covered gift 
case. Each Ronson razor is packed with a “Super-steel” 
Ronson blade inserted in the razor and three additional Ron- 
son blades, contained in a chromium plated blade box within 
the gift case. Suggested retail selling price is $5.00. 








Turner Blotorch No. 39A 


The Turner Brass Works, Syca- 
more, IIl., offers the No. 39A Blo- 
torch, designed for long service by 
professional users. The maker states 
that one particularly attractive fea- 
ture is its perfect operation in any 
weather. It is of sturdy construc- 
tion, and the maker states that it is 
impossible to jam the orifice through 
hard usage. Cleaning needle and 
orifice block of the No. 39A can 
easily be replaced, if necessary. It 
has cool composition valve handles 
and drip cup which can be conveniently filled through the 
lower priming valve. In addition, it has a highly polished 
seamless one-quart capacity tank, a comfortable handle grip, 
and what is said to be a trouble free pump. 





HARDWARE AGE 




















“GRIP CAP” Galvanized 
Gasoline and Oil Cans 


Eagle “Grip-Cap” Galvanized Cans for 
gasoline and oil embody the most radical and 


SHOW YOUR CUSTOMERS practical improvements ever offered in cans 

THE ADVANTAGES OF for the purpose. Jobbers and dealers who 

THESE CANS — AND THE handle these cans find them fast selling and 
rofitable items. 

SALE IS EASY. pro THE QUALITY 


Note these outstanding features: Triple 
Lock Seam—Easy Pouring—Wide Mouth STAYS THE 


Filler—Re-inforced Filler Cap Seat—Non- SAME, 


exposed Threads on Filler Opening—New 








“GRIP-CAP” easily loosened when tight— BUT 
NO TOOLS NEEDED. THE NEW 
We are making an attractive Assortment PRICES ARE 
Offer, whereby the Dealer is not over- 
loaded. Assortment is well balanced for LOWER. 
quick turnover and carries a freight allow- Pp oO YOU HAVE 
ance. 
THEM? 
Eagle Manufacturing Co. ASK YOUR 
Established 1894 JOBBER OR 
WELLSBURG W. VA. WRITE. 














COR STOVE BOLTS 


Stove Bolts Stove and bs iy oe Nuts 
Tire Bolts . S. Nuts 
Sink Bolts S.A. ‘ Castellaied Nuts 
Wood Screws A. E. Plain Nuts 
Drive Screws “Jack Chain 
Coach Screws Plumbers’ Chain 
Machine Screws’ Register Chain 
Set Screws Safety Chain 
Cap Screws Furnace Chain 
Thumb Screws Ladder Chain 
Special Automatic Sash Chain 
Screw Machine Escutcheon Pins 
Products Speedometers 
Machine Screw Tadheunsters 
Nuts 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 





Warehouses: Chicago 
New York Philadelphia 
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GRIFFIN HINGES 








Bi 
No. 220 Size of Butt— 3 44 x 344 In. 


\ 


JN lovely homes 


where details mean so much 





are found--because they com- 
bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


(SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








NEW YORK: 45 Warren Sr, BOSTON: 113 PURCHASE S¥: 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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Sunbeam Smokemaster 


This Sunbeam Smoke- 
master L5 is of hand- 
some appearance. It au- 
tomatically selects and 
serves cigarettes, com- 
pletely lighted. It is fin- 
ished in modern style, in 
black bakelite combined 
with brilliant chrome 
plate. List price, com- 
plete with snuffer and re- 
movable ash tray, is 
$6.50. Height is 4 in., length is 744 in. and width is 51% in. 
Chicago Flexible Shaft Co., Roosevelt Rd. and Central Ave.. 
Chicago, IIl., is the maker. 





Fairy Craft Speed Boats 


Fairy Craft speed boats are constructed of Fairylite, a 
light weight material. Boats are offered in white, colored 
and black models. Spring motor drives the boat a distance 
of 1000 ft. for 5 to 8 minutes, says the maker, Shoe Form 
Co., Inc., Auburn, N. Y. Hand throttle starts and stops the 





boat and friction adjustment on the tiller holds the rudder 
in any position desired. Suggested retail selling prices range 
from $3.50 to $10.00 each. Propeller is made of bronze. 
Motor hatch is of sliding type. With each order of an assort- 
ment of eight boats a display rack is given free. 


Justrite Push- 


> i ied KEEP WIRES OFF THE FLOOR 
oar P - RADIO - TELEPHONE 


This display card fete Eres PusH(L1p 
of 36 packages of PA IO Ser 
Just- Rite Push : 


Clips costs the 
dealer $2.25. Clips, 
which are intended 
to .sell at 10c. for 
a package of eight, 
are. offered in six 
colors. There are 
six envelopes of 
each of the follow- 
ing colors: white, 
old gold, ivory, 
dark brown, dark 
red and _ green. 
Justrite Mfg. Co., 
206 Southport Ave., 
Chicago, Ill., is the maker. Pins are installed without the 
use of tools. The maker states that they will not mar the 
wall. They may be.used on baseboards, quarter round, 
door frames and mouldings. 
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Red Devil Glass Cutters Are in 
New Package 


Landon P. Smith, 
Inc.. Irvington, N. J., 
has just brought out 
a new attractive 
package for Red 
Devil glass cutters. 
In place of the red 
carton, in which the 
cutters have been 
packed, a red and 
black package, which 
can be used for counter display, is now used. The cutters 
will continue to be packed in individual red cartons, of which 
there are a dozen in a display package. Display box is made 
of extra heavy cardboard, printed with six impressions and 
then varnished. Extra boxes are available to dealers wishing 
to trim a glass or tool window. 








Hose-A-Dor 
Hose Reel 
The Miami Hose-A-Dor hose 


reel enables coiling of hose 
vertically. It is compact 
enough to enable its being 
carried around the yard. Reel 
is finished in green and is 
made entirely of steel, with 
all moving parts protected 
against rust. The maker, The 
Miami Cabinet Co., Middle- 
town, Ohio, states that there 
is no opportunity to pinch 
fingers or ruin clothes. Hose 
is uncoiled by picking up the nozzle and walking away from 
the reel. Size is 14 x 14 x 34 in —75 ft. of hose. Shipping 
weight is 13 lb. Suggested retail selling price is $4.25. 





Union Clothes 


Dryer 


The Union clothes 
dryer is made of 
strong smooth - steel 
wire. It is of folding 
type, permitting stor- 
age in small space, 
flat against a wall or 
behind a door. Even 
when folded it will 
stand firmly erect, so 
that it can be placed 
close beside a radiator 
for quick drying. It 
has a smooth white 
enamel finish, easily 
kept clean with a 
damp cloth. Open, the 
dryer occupies space 
23 x 24 in. and 33 in. 
high. Folded, its di- 
mensions are 24 x 7 in. 
and 35 in. high. Ship- 
ping weight is 100 Ib. 
per doz. Illustration shows dryer in folded position against 
a radiator. Union Steel Products Co., Albion, Mich., is the 
maker. 
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PIONEERS | 


in Preference, 
Performance 
and Progress 


The Star name on a Hack 
Saw Blade is a guarantee— 
first of its acceptance, sec- 
ond that it will perform and 
third—that it is the best 
blade of its kind. 


From the special flexibles to 
all hards and from light 
power to high speed hand 
and power blades and band 
saws, there’s a Star for every 
purpose, and a half a cen- 
tury of metallurgical and 
practical experience behind 
every blade. 








When there is a better ma- 
terial or better method of 
making hack saw blades— 
you wilt find it in the Star 
Brand first. 


Your Jobber Can Supply You 


CLEMSON BROS., Inc. 
Middletown, New York 









HACK SAWS and 
BAND SAWS 





Chic-Mesh Poultry Fence fills 
every possible poultry need for 
temporary or permanent fence, 
and it costs less than one inch 


A REAL 
POULTRY FENCE 


netting! Erection costs are 
lower, too—fewer posts, no top 
or bottom boards. 


Five bottom meshes are only one 
inch deep by two inches wide— 
keeps out pests and rodents, 
turns back the smallest chick. 
Largest top mesh only two 
inches wide by four inches deep. 
Full 18 gauge line and stay wires 
—heavier than netting. Stretches 
like fence. Put up more easily 
—easily taken down. Made of 


COSTS LESS 
THAN NETTING 


CLOSER SPACING 
— HEAVIER WIRE 


LASTS FAR patented “Galvannealed” cop- 
LONGER per-bearing steel wire. Good 
for years of service after ordi- 

nary netting has rusted away. 
MORE PROFIT ‘These superior features, avail- 


able at a lower price than one- 
inch netting, will sell the poultry 
raiser on sight. 


KEYSTONE 


Chic-Mesh 


“‘Galvannealed”—Copper Bearing 


Made in 24”, 36”, 48”, 60” and 72” heights—1I50 ft. rolls. 
Ask your jobber about this new CHIC-MESH Poultry Fence, 
or write us for details, including an attractive profit margin 
for dealers. 


KEYSTONE STEEL & WIRE CO. 
Peoria, Illinois 


Makers of CHIC-MESH—also the famous “RED BRAND” hog, 
field and poultry fences; nails, barbed wire, posts, gates and 
other wire products. 


FOR DEALERS 





54 








I. C. A. Radio-Tel Switch 


When placed under the telephone, 
the I.C.A. Radio-Tel switch causes 
the instant and automatic shutting 
off of the radio as soon as the tele- 
phone receiver is lifted off the hook. 
It is offered in three models: No. 
995A for upright phones, No. 985F 
for French phones, and No. 995D 
for upright dial phones. List price 
for each of the three models is $3.00 
each. Insuline Corp. of America, 
23 Park Pl., New York City, is the 
maker. 





Gibbs No. 4 
Aero Climber 


The Aero Climber 
No. 4 is made by The 
Gibbs Mfg. Co., Can- 
ton, Ohio. It is made 
of selected wood and 
finished in a variety 
of colors. With a lit- 
tle practice, the mak- 
er states that chil- 
dren can make it 
climb or fly quite a 
distance. The Aero 
Climber is packed 6 
dozen in a handsome 
ae three-color display 
carton, which shows 
how they fly. 
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Multicoupler Antenna System 
of Radio Wave Distribution 


The Hart & Hegeman Division, The Arrow-Hart & Hegeman 
Electric Co., Hartford, Conn., makes the “H & H” Multicoup- 
ler antenna system of radio wave distribution for apartment 
house, hospital use, etc. It provides for as many as 25 radio 
sets served by a single aerial. It is said to prevent the inter- 
ference of radio reception caused by a large number of wires 
in close proximity with each other and to reduce interference 











from electrical appliances in the building. A patented system 
of wires runs in a conduit from the common aerial to an 
“H & H” radio outlet in each suite. Outlets are similar in 
appearance to standard convenience outlets, with wall plates 
to match. User plugs into aerial, ground and power. No. 
3060, has an outlet for plugging in aerial connection, one 
for power and one for a portable lamp. No. 3061 is similar 
but with heavier plate. No. 3063 is a one gang multicoupler 
unit, with one connection for aerial and ground and one power 
outlet, while No. 3066, also a one gang unit, consists of radio 
outlet, cap, multicoupler and plate. It is for aerial and 
ground connection. No. 3067 is similar but with heavier brass 
plate. Loading coils and terminal resistances are available. 
List prices are: No. 3060, $14.55; No. 3061, $14.70; No. 
3063, $14.00, No. 3064, $14.08; No. 3066, $9.30; and No. 
| 3067, $9.38. 
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DEMAND 
“SHELBY LINE” 


Manufactured by 


TFT PODDA 


a 


mm 4 











The Shelby Spring Hinge Company 
Shelby, Ohio 


Friction Catch Coast Representative: Pond Hdwe. Specialty Co., 
Los Angeles, Calif. 











A catalog showing complete line will be sent , ) Os bis 


on request. { See , 





Sereen Door Check 


Letter Box Plates 
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“Chief” Floor Hinge Double Hall Hook Sereen Door Hinge Oval Mortise Bolts 
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Undeniably the sports section—organized recre- 


WHAT PORTION 9 =u 


The boys that used to “skitter” stones on the ice 


OF THE D AILY P APER pond are today demanding skooters, roller skates, 
and ball bats. Smail sister must have her skooter 

d skates too. Fath la If and tones u 
GETS THE WIDEST a eee 
tennis or golf. There’s a baseball league in the 


READING grammar school—and foot ball on every open 


space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


239 W. 39th Street, New York City 
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Their dependable accuracy, 
durability and _ conveni- 
ence have created for 
them a constantly in- 
creasing demand. 
You will find 
them most prof- 
itable. 


Stocked by Jobbers 


THE LUFKIN fpULe £0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 
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Chicago Meeting of National Association 
of Sheet Metal Distributors, Oct. 20 


President F. O. Schoedinger Presided 


ve ITH financial disaster 
threatening many of the na- 
tions of the world, there is 
little wonder that it has become impos- 


| sible, thus far, to stabilize our own eco- 


nomic conditions. If the world crisis is 


| alarming in its force and direction, the 








extent of the unemployment problem in 
the United States can be no less dis- 
quieting to us as citizens,” F. O. Schoe- 
dinger, F. O. Schoedinger Co., Colum- 
bus, Ohio, told the semi-annual meeting 
of the National Association of Sheet 
Metal Distributors, Tuesday, Oct. 20, 
at the Palmer House, Chicago. As 
president of the organization his open- 
ing remarks continued in part as fol- 
lows: 

“Just how critical the situation has 


become may be realized when we un- 


derstand that six million of our fellow 
citizens are wholly unemployed and as 
many more are partially employed, ac- 
cording to conservative estimates. 

“For more than two years we have 
been caught in the throes of a depres- 
sion which has been growing steadily 
worse. We face the third successive 
winter of unemployment in our land. 
It is the judgment of many persons 
that it will be the most serious we have 
yet faced. For many of our people the 
approaching winter months can mean 
nothing less than destitution, utter dis- 
tress and despair. Their savings are 
depleted, their credits exhausted; they 
must rely on private and public charity 
lest they and their families starve. And 
yet side by side with such misery and 
idleness, there are warehouses burst- 
ing with goods that cannot be bought, 
elevators full of wheat while bread 
lines haunt our cities, and machinery 
lies idle while jobless men throng our 
streets. 

“Unemployment is thus not only a 
severe economic problem—it is also 
one of our most searching problems. 
Beyond the economic distress is the 
human cost which it entails, the de- 
struction of the workers’ standard of 
life, the loss of self-respect, which 
comes from a sense of being useless 
and outside the economic system, and 
dependent on charity; the undermin- 
ing of his capacity for his good work 
in the future, and the breeding of re- 
sentment against society. The crux of 
the whole problem is the worker’s in- 
security so characteristic of today and 
more extensive than their unemploy- 
ment. 

“Our immediate responsibility in the 


present crisis is to throw the weight 
of our moral leadership in behalf of 
those community wide endeavors of re- 
lief, to the end that no man who is 


- “ 





F. 0. SCHOEDINGER 


President, National Assn. of 
Sheet Metal Distributors 


involuntarily idle shall involuntarily 
starve. The responsibility is no less 
definite upon our citizenship, to press 
for such industrial and government 
measures as will reduce the hazards of 
unemployment and provide a reason- 
able’ measure of security for all em- 
ployed in the industry.” 

J. H. Christmas, vice-president and 
general sales manager, Milcor Steel 
Co., Milwaukee, Wis., spoke on condi- 
tions prevalent in the sheet metal build- 
ing products industry, stressing the 
future possibilities of the industry and 
the necessary steps for this develop- 
ment. In part he said: 

“The public is beginning to wake up 
to the possibilities of sheet metal, and 
to better appreciate its importance. 
This trend is caused by the increasing 
use of sheet metal in place of other 
products, and by new designs which 
are so attractive, and by the tremen- 
dous amount of advertising and gen- 
eral publicity the metal building in- 
dustry is promoting. New uses for 
metal are given prominence in almost 
every magazine on the newsstands to- 
day. The world’s greatest buildings are 
being sheathed with metal and stand 
as advertising monuments to the prac- 
ticability and beauty of sheet metal. 

“In addition to the association’s and 
manufacturer’s advertisements, nation- 
al consumer magazines have many edi- 
torial articles about building with metal 
and about new uses for metal. Its ad- 
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vantages are being forcefully presented 
to an interested public. Such publicity 
and general interest is helpful, partic- 
ularly to the aggressive sheet metal 
contractor group; and in many locali- 
ties we find this trade classification 
alive to the opportunities in types of 
construction that are built around sheet 
metal and represent some of the most 
interesting and modern features of 
present-day building. 

“A very important development in 
the last ten or fifteen years has been 
the entrance of the lumber man or 
building supply dealer into the sale of 
all classes of materials used by build- 
ing contractors, and in many localities 
we find this trade classification per- 
haps even more alert to the sales op- 
portunities that are offered on prod- 
ucts made from sheet metal because 
they broaden the line even though 
many metal products are in direct 
competition with items which this 
trade classification has been handling 
for a number of years. This interest is 
the result of the work undertaken by 
manufacturers and distributors of sheet 
metal building products in promoting 
the wider use of such products. 

“With the low level of prices in all 
lines, we can be confident that the next 
few years will exhibit the usual reac- 
tion. As long as human nature retains 
its capacity to want something better 
than it has, we may be sure the cau- 
tiously buying public may be aroused 
by the very evident values now before 
them. Once the movement starts, we 
all must soon feel the beneficial effects. 


There is just as great an unsatisfied de- 
mand for better things as ever, and to 
help satisfy such a demand is, of 
course, the big end of the job in any 
industry. Any increase in buying, over 
the level of the past few months, 
would soon be reflected in the sheet 
metal distributing and manufacturing 
industry as stocks are very low—and 
particularly is this the case as far as 
the retail merchant is concerned.” 

A report of the sheet steel committee 
was presented by its chairman, F. J. 
McNieve, W. F. Potts Son & Co., Inc, 
Philadelphia, Pa. This emphasized the 
desirability of continuing to seek an 
upward revision of prevailing cash dis- 
counts from mills, present rate being 
\% of 1 per cent, whereas the associa- 
tion was unanimous in declaring the 
need for a 2 per cent basis. This same 
subject had been presented to all mills 
producing black and galvanized sheets 
following the recent May meeting of 
the distributors’ body in Pittsburgh. 
Mr. McNieve reported that the mills 
were carefully considering the pro- 
posal, but up to date were not prepared 
to grant the request. In the discussion 
which followed opinion of distributors 
as entirely in favor of Mr. McNieve’s 
proposal. 

A. W. Howe, the J. M. & L. A. Os- 
born Co., Cleveland, Ohio, as chairman 
of the copper and brass committee, re- 
port that his unit was working on the 
problem of price differentials, and that 
as soon as available further data will 
be released. 





Government 


in Business 


(Continued from page 27) 


trust of our government in busi- 
ness affairs. 

There is one difficulty for a 
manufacturer at all conventions. 
Unfortunately you can only be 
at one place at one time. If 
you were receiving customers 
in your rooms, the merchants in 
the lobby wondered where you 
were hiding. If, on the other 
hand, you happened to be stand- 
ing around in the lobby, then 
merchants called at your rooms, 
pounded on the door, and won- 
dered why you didn’t stay where 
you could be found. 

Of course there were some 
stories around. 


good passed 
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Some of these stories are too 
good to print. However, here are 
two little ones that brought a 
smile. A clerk in a hardware 
store applied to his boss for a 
raise. The boss fixed this clerk 
with his eagle eye and said: 
“Raise? In these hard times! 
No, sir! But if you don’t look 
out and pay closer attention to 
your work, we'll make you a 
member of the firm. 

We heard that there were some 
good speeches in the various 
meetings, but we didn’t hear a 
single speech. We will have to 
read them in the convention num- 
ber of the HarpwareE ACE. 








”ARMSTRONG BROS.” 
it’s @ Better Pipe Cutter 
or a Better Cutter Wheel 


ARMSTRONG BROS. make “Barnes Type” 
and “Saunders Type” Pipe Cutters, but they 
make them in the Arm-and-Hammer way 
with: Bodies of Certified Malleable Iron, 
Hardened Tool Steel Pins and Rollers, with 
hardéned steel blocks embedded in the 
swinging arms for the thrust rod to bear on. 


The ARMSTRONG BROS. Heavy Duty Pipe 
Cutter has, in all, 14 improved features. 
ARMSTRONG BROS. Knife Blade Cutter 
Wheels are thin, ‘penetrating. They cut 
faster, easier. Made of special alloy steel, 
they hold their keen edge. 


These improved Pipe Cutters sell readily, in 
the face of the toughest competition. They 
are above price. They bear the Arm: and- 
Hammer Trade Mark—the recognized mark 
of the “Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S. A. 






Write for Catalog B-27, 
176 pages of Quality Tools 
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CRUCIBLE {J BRAND 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 


The Perfect Cutting Shears 





“eo i 3, 
Ne 


ALL YO! —_— 
4S TURN THE Screw 





NEVER TOO LOOSE © NEVER TOO TIGHT 


These Shears are assembled with special 
“Lockset” Lock-nut Device, embodying an entirely 
new principle in keeping snugly together both shear 
blades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
Handles. 

If your Jobber does not carry the “Crucible” 
Lock-Nut Shears, write us and we will name nearest 
Jobber. 


THE ACME SHEAR COMPANY 
Knowlton and Joseph Streets 
BRIDGEPORT 
We Sell to the Wholesale Trade Only 


CONN. 











CHRADE ()AFETY 


Pash Button Knife 


No Breaking of 
Singer na 4i5 


<—__ Safet 
Lock 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


reaoe VERLASTNGLY MP MARK 


lectoal, 


SCHRADE CUTLERY co. ‘Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives 
Send for Catalog E. Factories: Walden. N. Y.—Middletown, N. Y. 








| Combustioneer 


! 
| 
| 
| 


| Inc., Goshen, Ind., 
| offers improved 
Combus- 


| model 
| tioneers for anthra- 


Combust ioneer, 


cite and bituminous 
coal burners. It is a 
popular-priced, ash- 
removing, automatic 
coal stoker. No. 3 

A-M is a first-floor, manually controlled, graduated coal feed, 
automatic ash removing anthracite model stoker. Combus- 
tioneer No. 3 A-C is a fully automatic, anthracite stoker, with 
thermostat, limit and stoker controls. No. 3 B-C is for bitumi- 
nous coal. It has thermostat, limit and stoker controls. 





Standard Model 801 


| Commercial Type Range 
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This model 801 
Standard electric 
commercial single 


unit range _ has 
malleable strain 
parts and Monel 


metal oven 23 x 16 
x 26 in. It measures 
46 x 37% x 33 in. 
High shelf is op- 
tional. Model 802 is 
a double unit and 
model 803 is a triple 
unit. The Standard 
Electric Stove Co., 
Toledo, Ohio, is the 
maker. 





Stanley Chisels and Vest 
Pocket Caliper Rules 


The Stanley Rule & Level Plant, New Britain, Conn., has 
just introduced a popular priced line of socket chisels. They 
are of bevel edge type, made in the popular firmer, pocket 
and butt styles in 12 sizes ranging from 1% to 2 in. Con- 
struction features are: blade and socket of one piece of 
steel—no welded socket, nicely proportioned bevel with per- 
fectly straight lines and seasoned, selected hickory handles 
tipped with three leather washers. Chisels are carefully 


heat treated and tempered and then scleroscope tested. They 














are forged from high grade high carbon tool steel. A line 
of vest pocket caliper rules is also offered by the same com- 
pany, for use of mechanics. inspectors, foremen, draftsmen, 
etc. Body is of boxwood and is fitted with a 4-in. brass 
caliper slide graduated in 32ds for 334 in. Back of rule 
is graduated in 16ths for 3% in. Head is 1% in. wide, with 
nose accurately milled so that it can be used for inside as 
well as outside calipering. Space has been left on the back 
of the rule for an imprint. 
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G-E Hinge Pipe Fittings 
The General Electric Co., 
Schenectady, N. Y., offers this 
line of galvanized pipe fittings 
for 114-in. pipe. In incorpo- 
rates a number of desirable 
features for pipe-framework 
structures. The line consists 
of only six different parts, 
applicable for the fabricating 
of any particular design of 
strength or framework, says 
the maker. An important de- 
sign detail is a hinge joint, used because it breaks the con- 
tinuity of a section, preventing bending stresses in the con- 
nection. It therefore permits development of the full 
strength within the limits of deflection and assures a connec- 
tion equal in strength to the shearing value of the bolt. 
Material of the fitting is certified malleable iron, hot-dip gal- 
vanized. Surfaces that clamp against the pipes are V-shaped 
and are ribbed to prevent slippage. All struts or bracing 























members are connected to columns through a single bolt, | 


which acts as the hinge mentioned. 


Al Foss Pork Rind Strip 


The American Fork 
and Hoe Co., Cleve- 
land, Ohio, offer a 
new Al Foss Pork 
Rind strip called the 
Frog. As the illus- 
tration indicates, this 
pork rind strip is 
shaped something 
like a frog. Because 
of its shape it is impossible under any conditions for it to 
foul the hook, thus warding off the fish; in the second place, 
its action is a sort of eccentric alternating wiggle which 
fishermen say is the wickedest wiggle they have even seen on 
a pork rind strip. It gives new and sparkling action either 
in casting or trolling which attracts the fish from a greater 
distance, says the maker. List price is 40c. a jar. 








Rotor-Action Fire Equipment 


Gritt, Inc., Indian- 
apolis, Ind., offers 
the Rotor-Action fire 
equipment for heat- 
er boilers, furnaces, 
campfires, fireplaces 
and other equipment 
requiring the appear- 
ance of flames. Fire 
action is produced by 
an inner and outer 
reflecting surface, us- 
ing a rotor when re- 
volving with the heat 
of a standard 50- 
watt lamp, which 
causes natural flame 
shadows to be re- 
flected against the 
distorted metal mir- 
ror and again re- 
flected through the flame colored translucent screen. Weight 
ready for shipment is 4 lb. Dealer cost is $6.50. Equipment 
may be used to advantage with holiday window displays, etc. 
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50 years on a DOOR 


good for 50 years more 











Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of Peepie 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 























Gem Leads Because Gem Deserves Leadership 


Cheer Up... 
your Clipper 
Ship is coming 
in, loaded with 
_Gems... 





9) 







Nothing like a few counter cards of nationally 
advertised Gem Nail Clippers to brighten up 
sales. With everybody “dolling up” to greet 
the gradual return of prosperity there is a big- 
ger need than ever for y 
Gems. 





Perfectly made . . . perfect 

in performance . . . and 

Cellophane wrapped to pre- Gem 
vent rust or spoilage while Retails 
in stock. at 50 cents 
AND .. . Gems sell them- 

selves. 





The H.C.CookCo. Gem Jr. 


Retails 
Ansonia, Conn. at 35 cents 
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The Best Mounted Grindstone 
on the Market | 


The Sterling sells to 
farmers, mechanics and 
home owners who want 
the best. 

Ask a prospective cus- 
tomer to sit on the 
saddle and see if the 
double treadle and ball 
bearing features do not 
make a propulsion al- 
most as easy as riding 
a bicycle. Mounted with 
one of the famous 


“Cleveland” Grindstones 


of Genuine BEREA Grit which we alone manufac- 

ture. No grindstone sharpens tools quicker or bet- 

ter. None runs easier or lasts longer. A big seller 

to farmers without power supply. Good profit. 
Send for catalog and prices 


The Cleveland Quarries Co. 
Cleveland, Ohio 
28 West Broadway, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 


Genuine 





Sterling 
Shipped Knocked 
Down and Crated 
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The netting 
with the Roos- 
ter label - - Supe- 
rior Brand - - is 
always a quality 
product. Straight 
selvage. Evenly 
woven mesh. 
Bright, he avy 
galvanizing. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co, 


Worcester, Mass. 


SUPERIOR 





| electrically 








Powell Step Stool 


The Powell step stool 
is finished in permanent 
lacquer and is offered 
in jade green. It is of 
light but rigid steel, 
welded to 
form what is virtually a 
one-piece unit, says the 
maker, The Powell 
Pressed Steel Co., Hub- 
bard, Ohio. Top meas: 
ures 10 x 13 in. and the 
steps fold out to provide 
rigidity. It .is braced 
and reinforced with welded steel angles. Comfortable back 
is available at extra cost. Stool weighs 1114 lb. and stands 
24% in., making it of a size enabling its storage beneath the 
sink or kitchen table. 





Play-O-Lite 
Bed Lamps 


This Play-O-Lite 
lamp is known as the 
1JBX Bed Light. It 
is universal, the 
mounting device fit- 
ting possibly 90 per 
cent of the _ beds 
made, in addition, 
pec says the maker, The 
O. C. White Co., 15 Hermon St., Worcester, Mass. Eye- 
shade is adjustable to suit the needs of the individual. Light 





| has combination trunion and junction box permitting adjust- 





ment and making provision for the wiring connections. With 
this lamp a narrow beam of light may be used to illuminate 
the book or magazine being read without lighting up the 
whole room and keeping light out of the eyes of the user. 
This lamp may be attached to headboards by use of screws 
or bolts or attached to round or square head rails, 114 to 2 in. 
List price is $7.00 for grained wood finish or $6.10 for lac- 
quered finish. Other types of bed lamps, night lamps, piano, 
picture and music stand lamps are available. 


Weed Chain Flasher Window Display 


Amerjcan Chain Co., Inc., Bridgeport, Conn., is now dis- 
tributing a flasher window display on Weed chains. Display 
is in full color. There are two attractive side cards, which 


NEED AMERICAN 
TIRE CHAINS 


A 
TA @ Ne) °13 
MILEAGE 


{ 


SeORMRA ETA stgesaney 
oneeheese bereerti reer’ 





are illustrated, as well as a larger center card. Display can 
be used as the center for a very forceful winter goods window 
on automotive accessories, says the maker. Display is avail- 
able free of. cost to dealers in the line. 


HARDWARE AGE 














‘Profit by the Increasing Demand for Our Cobbler Sets 


Your customers are practicing every economy. More boot and shoe repairing is being 
done these days than for many years. You can profit by displaying and selling our popu- 
lar-priced cobbler sets which are in great demand. 


Our No. 900 Improved “Leader” Set is a real leader for sales. An important selling fea- 
ture is the size of the lasts—Men’s 10”, Boys’ 8”, Women’s 6”. Reversible Iron Stand is 
12” high. Each set packed in neat wooden box. The finish, quality and weight of our 
Cobbler Sets make sales as soon as shown. Good margin. Send for Catalog and Prices. 


357-391 LS ;. 
STAR BREE PLATE. CO. wee ew oe 

















Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 


ed—heat indicator—air circulae 
tion—heat deflector—two locks. 
Specify **Nesco’’to your jobber. 


Creates Customers Naniowa Exaunuin ano 
13-12th St., Milwaukee, Wis. 


OVENS 


The Nationally 










GOOD window display is the 
: best cutlery salesman you can 


Advertised Trade Mark 


engage. No man can resist the 
glitter of a well-arranged knife assort- 


ment; it stops him every time. Once Consistently Profitable 


his interest is aroused it’s an easy 


step to a profitable sale; profitable 
| IBS The Brown & Sharpe policy is to add new 


not only in the gain from that one 
tools to keep pace with the changing de- 





sale, but in the building up of good- 
will for continued business. mands of skilled mechanics. As a Brown & 
Sharpe Dealer you are able to secure a consis- 


The merest novice of a window- 
tently profitable business from this important 


trimmer can qualify with the best by 
taking advantage of the cutlery dis- 
play ideas appearing in HARDWARE Providence, R. I. 


oe Brown & Sharpe Tools 


*World’s Standard of Accuracy” 


class of customers. Brown & Sharpe Mfg. Co., 























HIGH GRADE 
CARVING 
SETS 





See Your Jobber at Once 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 
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NO SPECIFICATION 
sounder CAN BE MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


LOCKS AND HARDWARE 
ee aS 

FOR EVERY EXACTING JOB S 
An oilstone to give perfect satisfaction must be of 


superlative quality. It must hold its shape under 
severest conditions; and, at the 
same time must cut with extreme 
speed. For these reasons you 
cannot beat a 


INDIA OILSTONE 


It is made from Norton Alundum 
abrasive and is unvarying in qualities 
of sharpness, hardness and toughness, 
besides being absolutely uniform in grit from 
surface to surface. You will, therefore, find it 
given preference in all lines of work where the 


requirements are most exacting. 


Sp Pike Manufacturing Co., Pike, N. H., U.S.A. 
al 

SQUARE FACTS 
Why Red Shield” DRILLS 


Should be Used 





of cApress- 
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Scientific 
on- Less 
struction breakage 
Less More Less Cost 
grinding holes per hole 























eon 
Bes Tue Stanparp Toot Co. 


[= 
AE. 
ad LOS CLEVELAND 


New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 


MORE SOLD 





More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest 


made. 


lity jar rubber 
ationally adver- 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 4 


‘creole om atle Gerry -diiiyil-ya; 


With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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Convention Calendar 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASs- 


SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


IpaHo Retait HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ittinois ReTarL HARDWARE ASSOCIATION CONVENTION 
AND ExuIBIT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, Ill. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stoné, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


Micuican Retart HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, Marine City. 


Minnesota RetatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missouri RetarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


MonTaNA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 
mage, secretary-treasurer, Bozeman. 


MounTAIN STATES HARDWARE AND IMPLEMEYT ASSOCIA- 
TION CONVENTION, Denver, Col., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Col. 


NATIONAL House FURNISHING MANUFACTURERS AsSsoO- 
CIATION, FirTH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, Ill. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 


HARDWARE AGE 














New Encuianp Retait HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York State Retait Harpware AssociaTIon Con- 
VENTION AND ExposiTion, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Dakota RetaiL HarpwareE AssociaTIon Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Ouro HARDWARE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

Orecon Retait HARDWARE AND IMPLEMENT DEALERS’ 
AssociATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NoRTHWEST HARDWARE AND IMPLEMENT Asso- 
CIATION CoNVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HarpwarE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

Sout Dakota Retait HarpwarE AssociaTION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNvVENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antcnio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West Vircinia Retart HarpwareE AssociATION Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HARDWARE SHOW, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin RetarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 
Ave., Milwaukee. 
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SAMSON TR 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) 6 an OO) 00D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS~ COTTON TWINES 


Send for catalogue, samples and selling information 








Best Seller for All 
Ordinary Work 


Dealers find the COES 
knife handle wrench 
the best seller for all 
general use. Keep 
stocked. 










Seven popular sizes: 
6” to 21”. 


Ask your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 








YERS cusnion 
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MODERNIZE STORE METHODS 


at, provide steavte storage Saolitttes for shelf stock—to 
H it for clerks and stock men 
t to" handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 

= 








MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and ae ,a ladder of ample strenyth for 












Si Sects 1 Gniched — any helaht Seasity" a 
meets most requirements. Circular on reque: 
ME FEMYERS & BRO. co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 































With Fall Housecleaning— 
painting, varnishing and redeco- 
rating of rooms, your customers 
will need 
Moore Push-Pins 
and 

Moore Push-less Hangers 
to hang up their pictures and wall decorations 

Our 


attractive counter or table displays 
make sales. Order through your jobber. 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia, Pa. 
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CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 
Reimels Box Dheghay.....crcccccesseoseos 


POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Adverti ts from yed pted free of charge; inserted in two 











Four Consecutive Insertions, of Box Diniajo—i0 Per Cent Di 








HARDWARE CLERK for large suburban store. Only experienced man 
need apply. State in detail—age, experience, nationality, salary. Address 
Box J-536, care of Harpware AGE, New York City. 





POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





_ YOUNG MAN, 30 years old, desires position with reliable firm. 

six years’ experience as a retail hardware salesman. Also four years 
as traveling salesman. Will consider store work or traveling, go any- 
where. Best of references furnished from former employers. Address 
Box J-530, care of HarpwareE AcE, New York City. 


I have 





WANTED—Position with a good hardware store as buyer, manager or 
assistant, or take over management of store where owner wishes to retire. 
Fifteen years’ experience in hardware and automobiles. Honest, conscien- 
tious, and willing to work for reasonable salary for a while. Address 
H. F. W., 2920 Pioneer Road, East’Grand Rapids, Mich. 





TWO YEARS’ experience retail hardware and _ sporting goods. Six 
years seiling bicycles and motorcycles in central west. Ten years’ experi- 
ence selling hardware, sporting goods, fishing tackle, auto supplies in 
southern New York State. Seven years with last firm. Best references. 
Address Box J-534, care HarpwarE AGE, New York City. 





SALESMAN, nine years’ experience calling on the Sardeare, Sebbine 
trade, in twenty-two Southern, Mid-Western and Eastern States. Twenty- 
nine years of age, single, Christian, American. Can furnish A-1 refer- 
ences as to character and ability. Available immediately. Address Box 
J-532, care of Harpware AGE, New York City. 





HARDWARE MAN—Forty-three years of age, having been eunieseted 
with same concern twenty-four years, due to liquidation, is forced to seek 
connection elsewhere. Thoroughly experienced in buying and selling shelf 
hardware, housewares, paints, tools, stoves, ranges and toys. Also capable 
of taking charge of office and store management. Can furnish best 





reference. Address Box H-105, care of Harpware AGE, 1319 Park 
Building, Pittsburgh, Pa. 
POSITION WANTED—Either travcling or store manager. Married 


man, age 36. Eight years buyer and department manager for department 

store. Five years manager of a hardware store. One year traveling. 

Experienced in advertising, accounting and credits. Know the trade 

a pom Ohio, Kentucky and West Virginia. Address Box J-533, care 
f Harpware AGE, New York City. 





EXPERIENCED HARDWARE MAN, forty-two years of age, single, 
and industrious. Twenty years’ experience in wholesale and retail 
hardware business as manager, buyer and salesman. Want a position of 
responsibility and trust with some reliable firm. Can furnish good refer- 
ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Acz, New York City. 





WANTED—Dissatisfied Retailers with a real ambition to put their 
business on a LOSS-PREVENTION basis, write—Lock Box 383, 
Syracuse, N. Y. 





MAN with twelve years’ experience selling stoves and hardware desires 
to change from traveling position to retail store. 31 years of age, married, 
Seven years’ experience managing retail hardware store. Five years’ 
traveling for present employer selling nationally known line of stoves. 
References. Address Box J-494, care of HarpwareE AGE, New York City. 





_ SALESMAN—With some 25 years’ retail hardware experience, would 
like to locate with reliable concern in Eastern Pennsylvania, New Jersey 
er New York. Capable of estimating Builders Hardware from_plans and 
specifications and handle department in all details. Address Box J-521, 
care of Harpware AGE, New York City. 





BUILDERS HARDWARE SALESMAN with twenty-five years’ ex- 
perience desires permanent connection with either manufacturer or pro- 
gressive hardware store with Builders Hardware Department. Familiar 
with Corbin-Russwin and Yale lines. Accurate in take-off of blue prints, 
forty years of age, married, can furnish best of references from architects 
and leading business men of city in which now located. Address Box J-516, 
care of Harpware Ace, New York City. 





WINDOW TRIMMER and SALESMAN. Young Man with thirteen 
years’ experience in retail merchandising and display arrangements, desires 
eee with reliable hardware concern. Have followed the hardware 

usiness since leaving school, Am married man with family. Can furnish 
best references as to ability and character. Available at once. Address 
Box H-104, care of Harpware Ace, 1319 Park Building, Pittsburgh, Pa. 





CAPABLE HARDWARE MAN needs a position. Retail or wholesale. 
Familiar with all branches of business. “Over 20 years of hardware as 
salesman and manager. Last 3 years with paint concern. Best of refer- 
ences. New England preferred. Address Box J-523, care of HARDWARE 
Ace, New York City. ; 
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ively weekly issues. Box number address may be used. All replies 
be forwarded by us post paid. 





CATALOG COMPILER with fifteen years’ experience with Hardware 
Jobbers and Printer. Have managed Catalog and Advertising Department 
tor two iardware Jobbers; completed untinished catalogs for two jobbers, 
‘wu years’ experience as catalog compiler for Printing firm. My character 
and references will bear closest inspection, Address Box J-522, care of 
Harpware Ack, New York City. 


BUSINESS OPPORTUNITIES 
Set Solid, Minimum of Five Limes......ccccccscccccscccscees 
l-Inch Box Display... sccsccccccccccePocccccccccccccccces 
Four Consecutive Insertions, 10 Per Cent Discount 





$3.00 
$5.00 











The right men able to invest $2500 to $5000 have an unusual 
opportunity to own and operate their own hardware stores. 
A well established wholesaler financially interested in several 
good stores is prepared to make interesting propositions to 
responsible parties. Locations are good and successful ap- 
plicants are assured of every possible backing from wholesaler. 
Tell the full story in your letter which will be treated entirely 
in confidence. Address Box No. J-538, c/o HARDWARE AGE, 
New York City. 














SALES REPRESENTATIVES WANTED 

Set Solid, Minimum of Five Limes........-.02eee eee eeeeeeees 

l-Inch Box Display........ccccccsecscesssessvessessescces 
Four Consecutive insertions, 10 Per Cent Discount 





SALESMEN with experience selling the Builders’ Hardware trade to 
’ Hardware line, on commission basis. Kindly advise 
actual territory you now cover. Address Box J-535, care of HARDWARE 
AGE, New York City. 






SALESMEN WANTED—The largest and, financially, one of the strong- 
est manufacturers of certain lines of nationally known and distributed 
metal Housewares will require commission agents for the entire United 
Dtates, veginning January Ist, 1932. Keply to address given below, giv- 
ing full information in your first letter as to age, experience, lines now 
carried, how long in territory and how often covered. Only men of good 
stanuing and reputation tamiliar with the House Furnishing, Hardware 
Jobbing and Department Siore trade will be considered. Address 
Advertiser, care et Wm. H. lool Co., Advertising Counsel, 626 S. Clark 
St., Chicago, Ill. 








known Builders’ Hardware line is 
two contract men to solicit con- 


Address Box J-531, care of 


MANUFACTURER of nationally 
desirous of communicating with one or 
tract work in the Metropolitan District. 
HarDwarE AGe, New York City. 





SALESMAN wanted, to call on retail hardware trade in metrepel itan 


district. to carry a line of Wrought Steel Hardware. State qualification 
and salarv expected. Address Box J-529, care of HarDwarE AGE, New 
Yo ork Cit y. 





SALESMEN WANTED to represent wholesale hardware firm with pro 
gressive policies. kxperienced hardware men “who can show results are the 
only kind who need apply. Such men will be given an opportunity in good 
territories, where their incomes will be determined by their aggressiveness 
and their ability to develop and maintain profitable dealer accounts. All 
replies confidential. Give full particulars in your letter. Address Box 
J-537, care of Harpware Acz, New York City. 








SALESMEN now calling on the wholesale and retail hardware and 
aint trade to carry a complete line of “DUO BLADE” SCRAPERS. 
This i is one of the finest lines of floor, wood and paint scrapers and it 
is being bought by some of the best accounts in the country. We need 
the services of several hard-hitting specialty men who know how to do 
missionary work with the retailers, who can launch a line and deliver. 
Straight commission contract with full credit on repeat business. Tell us 
about yourself, the lines carried and the actual territory covered. Every 
city and state in the country is open. Address VOSCO TOOL COM- 
PANY, 1625 N. Hancock St., Philadelphia, Pa. 





ROPE SALESMAN WANTED. 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


SAW SALESMEN who have sold for Saw Manufacturers. Complete 
line, full or side-line work. For Consuming, Mill Supply, Hardware Re- 


100 per cent pure Manila rope, 14c. 
United Fibre 








tailers. Commission. Opportunity far above the average. Address Box 
J-526, care of Harpware Ace, New York City. 

SALES ACCOUNTS WANTED 
Set Solid, Minimum of Five Lines..... eosesee Hewecenssnceces, SED 
Relimgh Box Bhaplay...vcccccdicccccccsvscccvscscvces scscsee OBO 


Four Consecutive lesutions:. of , oo Displays—10 Per. Cent Discount 








MANUFACTURERS’ REPRESENTATIVE selling to hardware job- 
bers in Oklahoma, Texas, Arkansas and Northern Louisiana desires 
additional major line. Reference any jobber in the above territory. Ad- 
dress J-515, care of Harpware AGE, New York City. 


HARDWARE AGE 




















| INDEX TO ADVERTISERS 




















THD ADVERTISERS INDEX is 


published as 3 convenience and not as a part of the advertising contract. 
rt. 


Every 


No allowance will be made for errors or failure to inse 


care will be taken to index correctly. 
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Th’ “Hivinly” Hod— 
—"An’ th’ good 
father has always 


told me, that they'll 
be givin’ me a harp 






whin Oi go to 
Hivin’ an’ Oj’ll sit 
an’ play sweet 


music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. Weight 
only 11 Ibs. 


Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 


The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 








Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in “peeping the bits in order and near st 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not contee on a center or a 
level to Sane them. ey cut from the outer ri The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. ‘They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through, your jobber or direct. 





The Progressive Manufacturing Co. 
TORRINGTON, CONN.. U. S. A. 
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| WE TAKE PLEASURE IN EXTENDING | 
cA (Cordial Invitation 
to 


Hardware Dealers, Institu- 

tion Equippers and Kitchen 

| and Home Furnishing 
Dealers 


| to visit Our Exhibit 
at Booth 326, Mezzanine Floor 
Grand Central Palace 
New York 


| on the occasion of the 


Annual Hotel Exposition 
November 9 to 14, 1931 


Where every opportunity will be afforded to become 
better acquainted with “Snow King” and other 
model Ice Shavers and the many uses and con- 
veniences of Shaved Ice. Every conceivable appli- 
| ance for preparing and serving food will be dis- 
played and demonstrated at the Hotel Exposition— 


CLAWSON MACHINE COMPANY 
Flagtown—New Jersey 


Pioneer Manufacturers and Inventors of Ice Shaving Machines 
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_ Profits 


The Wolves of Lenox, at- 

tractively packaged in plaid. 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


hy wkd 


Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


OX!) 


Ck ERAAE EAVES 


“The Tools in the Plaid Box’ 





HARDWARE AGE 








Millions will again listen 
to the Carborundum Band 


in programs planned to help the 
Hardware Dealers of the Nation 








planned to direct a vast 
buying public to the 
stores of the hardware dealer. For 
the fifth season The Carborundum 
Band is on the air Saturday nights from 
9 to 9.30 (Eastern standard time) over a 
chain of Columbia stations. 

And the attention of millions of 
listeners will be focused on the Hard- 
ware Dealers of the Nation. 

You can tie in with this decidedly 
popular program without any expense 
to you. 

The plan is simply this: on every 
program listeners will be advised to go 
to their nearest hardware dealer and 
there register for the souvenir Carbo- 
rundum Brand Pocket Stone offered free. 

We ask that the dealer send us the 
names and addresses of those who regis- 
ter—then we send the souvenir directly 
from Niagara Falls. That is all the 


dealer has to doto profitably participate. 


lif is one radio feature 


THE CARBORUNDUM HOUR 


is something more than just another radio program 


It is a real tie up—a real opportunity 
for you to make sales contacts. 

To make it easy for you we will send 
registration pads and attractive window 
cards which tell the whole story. 

Remember that the nationally known 
Carborundum Band of fifty pieces will 
again be featured—and so will interest- 
ing and instructive stories of Carborun- 
dum Brand Products. 

The programs as before will be broad- 
cast from Niagara Falls—The Home of 
Carborundum. 

Get your display cards and reégistra- 
tion pads now. 

Fill out the coupon. 








) 

THE CARBORUNDUM CoMPANY, | 
Nracara Fa ts, N. Y. 1} 
Please send Radio Announcement Cards 1 

| 

| 

| 

| 


| Name 


| Address 


THE CARBORUNDUM COMPANY, Niagara Falls, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York - Chicago - Boston - 
Pittsburgh - Milwaukee - Grand Rapids - 


Philadelphia - Cleveland - Detroit - Cincinnati 


Toronto, Ont 


( CARBORUNDUM A REGISTER TRADE MARK OF T 
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TOOL 
CABINETS 


TOOL SETS 





| 
| 
| TOOL KITS 












Our 
DIAMOVD EDGE Tooi Line 


ls Complete 



























OF EXPERTS 






HOLIDAY WRAPPING PAPER 


For Counter and Home Use 


| TOOLS 
IN HOLLY 
COVERED 
BOXES 



















Holiday Gifts 


PAPLE 1843 
INTERNATIONAL DISTRIBUTORS 
oo” - TT CUTL 
>. y 


CARPENTERS HATCHET No. DECSH2 








NAIL HAMMER No. DEHS11 











Ask Our Salesman 
To Show You 
Our Full Line 
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